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COMPARE FOR GRAIN AND FINISH T00 


ALL EVANS UNIFORM QUALITY LEATHERS INVITE COMPARISON 


TRANSPARENT COLORED KID 


PEERLESS COLORED KID RUBY (black) KID 
EVANETTE WHITE AND COLORED SUEDES EVANS BLACK KNIGHT IMPREGNATIZED SUEDE 
JIMMY PIG BROGAND! GLACE BROGANDI : LININGS 
JOHN R. EVANS & COMPANY, Camden, New Jersey 1857 — 1958 
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Tell YOUR Story to 
the youngsters too 


Stock No. 7679 | 
Red Two Strap Stock No. 846 


In Stock Brown Allenite 
6%, to 8, Bto E Tip Oxford 
8Y, to 12, Ato E In Stock 
12% to 3, Ato E 8% to 12, A to EE 
3% to6,AtoE 12% to 3, A to EE 
Also in stock in brown 3% to6,Ato£ 


Styling of KALI-STEN-IKS shoes, along 
with years of quality craftsmanship, means more 
sales for the merchant. KALI-STEN-IKS 
are a Capital Asset in any store. 


THE GILBERT SHOE CO., THIENSVILLE, WISCONSIN 
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TAKE YOUR 


BUSINESS 
INCREASE 
OUT OF THIS 


NED EPL Renan CPR AT OHS ae 


These are ‘by average’ department store shoe figures that show how much business gets away from your 





grasp. Reading from top to bottom: % of mark downs, % of returns and allowances, % of walkouts, % of total lost 
business. WITH NOT ONE PENNY MORE OF OPERATING EXPENSE you can gain back a good slice of those 
figures with American Girl Shoe — proven more profitable — because it's way below national figures of mark 
downs, returns, walkouts. Call or write today — and get the full story. 


*Department Store averages from 1957 edition, Merchandising and 


Operating Results, Controllers Congress, NRDGA THE leew GIRL 


SHOE 


288 A STREET, BOSTON, MASSACHUSETTS «+ Liberty 2-1006 
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Sunland’s 2 most 
important colors 


and 
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WHITB Surest selling, warm 


v/ i weather shoe-stock a retailer can 
TW = 


WHUTB Never more solidly 

‘2 if ke Pi jl ri endorsed by all who know fashion. 
At’ “ | , a 

in a = WHUTB Morning through 

It TRO) R ’ , a 7 Pe ™*. night, wherever there’s summer sun. 

| | ee re be WYIIUAPB tevor’s is always 

KID, CABRETTA, é.... aN first choice. Prime stock, tanned by 

CLOVER CALF & KIP ‘ ‘a. specialists. Outsells the field. Has 


and also in White, much more without premium in 


TAN-ART SUEDE price. 
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WINTHROP SHOE CO. ¢ DIVISION OF INTERNATIONAL SHOE CO. OF ST. LOUIS, MO. « NEW YORK SALES OFFICE 


October 15, 


1958 


Customers need just one try-on to get excited about 
Winthrop’s famed **Action-Free’’ construction! They like 
the exclusive cushion insole, the wonderful flexibility, 
the free-and-easy comfort. And the hand-sewn vamp 
heightens the interest that quickens the sale. 
See “Action-Free”’ slip-ons in March 16 TIME and 
March 23 SPORTS ILLUSTRATED 


GE 
FAST ACTION 
SALES 
With 
FREE 
DNS 


“ACTION 
aL 


Wintel ROP 


Get in the Winthrop BO. GOLD RUSE! 


ROOM 914 MARBRIDGE BLDG 













Mr. NEOLITE says: 


“Millions of 








“| NEOLITE SOLES 
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parents know that 
best for children’s shoes!” 


THAT’S WHY NEOLITE IS SUCH A POWERFUL 
SALES BUILDER FOR CHILDREN’S LINES |! 


The selling power of NEOLITE Soles is greater 
than ever these days. It’s because mothers to- 
day are especially economy minded and quality 
conscious—they’re looking for extra value in 
return for the money they spend. 

NEOLITE delivers the greatest package of 
extra value in the soling industry. NEOLITE 
Soles are flexible . . . to give extra comfort; 
damp-proof .. . to give extra protection; long 
wearing ...to give true economy, so important, 


NEOLITE HELPS SHOES 


LOOK BETTER... 
WALK BETTER... 
WEAR BETTER... 


Watch GOODYEAR THEATER on TV—every other Monday Evening 


GOOD/FYEAR : ee 


MADE 
ONLY BY 
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especially on children’s shoes! You add the sell- 
ing power of value-plus to your children’s lines 
when you sole them with NEOLITE! 
* * * 

Get all the facts, including the amazing rec- 
ord of how NEOLITE has boosted the sales of 
dozens of children’s shoe brands. See your 
Goodyear Representative, or, if you prefer, 
write to Goodyear, Shoe Products Division, 
Akron 16, Ohio. 








VISIT THE 


NEOLITE EXHIBIT 
Booths 7, 8, 9 


NATIONAL SHOE FAIR 


Exhibition Hall, Palmer House, Chicago 
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MEOLITE, AN ELASTOMER-RESIN BLEND, T Mm THE GOOOYEAR TIRE & RUBBER MPAN AKRON 








This is an actual photograph demonstrating the 
flexible Italian soft shoe construction achieved with Pellon 
inner-construction materials. More and more 
fashion-conscious women are demanding Pellon constructed shoes. 
More and more leading footwear manufacturers have 
found that this famous brand inner-construction chemo-textile 
means greater sales for their products. This booklet gives 
your footwear direct association with PELLON-IN-THE-DIGEST. 
Inside is a complete reprint of the Pellon ad 
ie with the fascinating facts about the 
p Reader, superiority of products made with Pellon. 

tegen! 


#| PELLON 


CORPORATION 


Empire State Building, New York 1, N. Y 





Shoe Sales Division: 


IRVING J. FIFE & CO. 


432 Fourth Avenue, New York, N.Y. 


the registered trodemork of the Pellon rp Produced and manufactured under patent: ex ve by the Pellon Corg 


there’s 
| PELLON’ 
\<4 inside 
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TRACTION-GRIP 


CONTINENTAL 


JUMBO-RIB 


Men's 


Cush-N-Crepe 


Designed Soles 


CORDUROY RUF-GRIP 





At a, 
L SHOE FAIR 


s 75-76-77 
ibition Hall KNURLED 


NATIONA 


BooTtH 


paimer House and 


America’s Original cellular sole”... 


and the only one nationally advertised... 


é¢ 


-N-CREPE 5175 


FOREMOST QUALITY STEP IN AMERICA 


not on all shoes... just the best ones 


All soles on this page avail- 
able in sheets or assembled 
soles in all sizes and thick- 


nesses. 


SMOOTH 


FROSTEC 


Manufacturer of HIGHEST Q i for 48 years 
S. Pat. Off 


AVON SOLE COMPANY =: Avon, Massachusetts 
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A Cordial Invitation 


to visit Rooms 707-708 
Palmer House, Chicago 


During The National Shoe Fair 


October 26-30 











dramatic character for exciting new shoes 


Color hath charms to woo milady’s shoe dollar. Especially when it’s in Milwaukee 
Calf — a soft chrome-tanned leather from the tannery of Gallun. Satin-smooth 

and supple, yet remarkably durable, Milwaukee Calf plays a leading role in the 
season’s shoe fashions. Give it an important part in your sales picture, too. 


A. F. Gallun & Sons Corp., Tanners, Milwaukee, Wisconsin 


FOR 100 VEARS. A MOST TRUSTED NAME I1N TANNING 





MILWAUKEE CALF 
beauty rare, for 
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feminine footwear 


GALLUN 


LEATHERS 


*“ oan 


STAMDAROS OF EXCELLENCE 
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THE 
WHOLE 
SHOW! 


PALMER 
HOUSE 
CHICAGO 
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WOHL SHOE COMPANY, Saint Louis, Missouri, a division of Brown Shoe Company 
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IT TAKES ALL THREE 
TO BE “FIRST CHOICE” 


A MERICAN JUNIORS... nationally famous... voted FIRST CHOICE 
by Mothers and Children from Coast-to-Coast . . . slated 


to win you repeat customers in your store, year ’round. 
aE Ree * 


See Our Complete Line at NATIONAL SHOE FAIR , 
The Red Lacquer Room, PALMER HOUSE, CHICAGO @ eas RECEIVED 
F ce) fe) 


Write us for franchise for your city 


AMERICAN JUNIORS SHOE COMPANY, INC. ; re \ a) 
ONE ISLAND STREET. LAWRENCE. MASS STOCK 


SA ( J 
O/710. Ss DIVISION CONSOLIDATED NATIONAL SHOE ae NEW YORK SALES OFFICE MARBRIOGE BUILDING 


* $s 
ee ee MIPPED yoo 
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Tred-Lite 


THE BIG BRAND IN MACHINE WASHABLE CASUALS 
GIVES YOU 


ACTION 


THE LEADING BRAND ADVERTISER IN ITS PRICE FIELD 


LIFE 


AND COAST-TO-COAST TV 


for ACTION and the name of your nearest distributor — write 


Cambridge Rubber Co., Cambridge, Mass. 
HOTEL MORRISON, ROOMS 634-636 
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Little Yanter Shows My 


vouR- PAR, 


Age 4 thre 
iney rams 
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~s ete PARENT CONTEST 
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Actual photo of heavy store traffic at Portland, Oregon, stimulated by Little Yankee “Draw-Your-Parent” Contest. 


Hundreds of children flocking into your store 
for free drawing paper entry blanks. Then coming 
back to your store again with drawings of their 
Moms and Dads. And each time another chance for 
vou to make more sales, hundreds more sales! 


It makes your store the talk of the town. Builds 
community prestige. That’s what happened when 
this exciting original contest was pre-tested and 
proved profitable in Portland, Ore. and New York. 


Wrapped-up and ready to go. You get the com- 
plete contest promotion package — the drawing 
paper entry blanks, newspaper ads, mats, window 
streamers, large posters, counter cards, Easter 
mailing pieces, radio script, suggestion sheets 


October 15, 1958 


chock-full of extra promotion, publicity and display 
ideas — even to “consolation” post cards. 

National prizes! Local prizes! $5,200.00 in 
prizes! Big duplicate prizes for two age groups 
(4 to 8 and 9 to 12 years). First prizes of $2,000 
U.S. Savings Bonds. Second prizes of $250 Bonds. 
$25.00 Bonds for the next 14 winners. Cameras, 
toys, phonographs and many more prizes. 

See Little Yankee Shoes for Spring—4 fast-moving 
lines for boys and girls in all age groups— from crib 
through college—Little Yankees, Yankee Preps, 
Debuteens and brand new Topflite shoes for young 
men. The Yankee Shoemakers, Division of Sam 
Smith Shoe Corp., Newmarket, N. H. 








No. 4409 Cordovan 
No. 3109 Brown Calf 
No. 6109 Black Calf 


e 


No. 4407 Cordovan 


MGAVARD & FOSTER 


Gentlemen’s Finer Shoes Since 1888 


ROOM 740, PALMER HOUSE 
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AMERICAN BILTRITE 
Presents... 
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NEW! VOLUME PRICED 


MODERN DES/ 


TRU-GLIDE Soles on your shoes offer comfort, wear and 
smartness never before achieved. Biltrite brings you this 
revolutionary sole at a volume production price that means 
big savings over similar soles. Available in a full range of 
sizes and colors for shoes for the entire family. 


' 
| 
j 


ee e,@ 
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NW Tiilgoli: 


soLes by BILTRITE 


Patent applied for 


And what outstanding sales features! The unique V-treads 
and the bouncy rubber provide extra traction and give 
wearers a new sensation of gliding comfort — a real boon to 
sufferers of foot fatigue. Easier walking for easier selling . . 
and priced right to help you sell more shoes .. more profitably. 


AMERICAN BILTRITE RUBBER COMPANY 


CHELSEA SO, MASS. 


Warehouses. 4464 District Boulevard, 


Los Angeles 1010 Gratiot Stree 


In Canada: American Biltrite Rubber Co. (Canada) Ltd., Sherbrooke 


THE WORLD'S LARGEST PRODUCER 


OF SHOE SOLING MATERIALS 


AT THE NATIONAL SHOE FAIR—Palmer House, Exhibition Hall—Booths 58, 59 and 60 
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ONE PE TR ENAN EINE NR SEIN FANERmrPPUHiner FiOUuSee, CAMIDITION FIGi DOOTNS 96, 92F ANG OV 


World's Most Complete Line 
from the 
World's Largest Producer of 
Nhoe Soling Materials 


/.~ BILTRITE 


HEELS AND SOLES 


AMERICAN BILTRITE RUBBER CO. 
CHELSEA 50, MASS. 
<n Warehouses: 4464 District Boulevard, Los Angeles 1010 Gratiot Street, St. Louis 
\) 


* AD In Canada: American Biltrite Rubber Co. (Canada) Ltd., Sherbrooke, Que 


RENTS) 


+ MAAGALIINE 


peuTrire 


EVERFLEX 





..,.easy on little feet! 


‘_ a soft blanket of leaves, and comfortable 


shoes of leatW@r..the ideal combination for happy 


little feet at sghgel-or play. Illustrated...a cleverly 
styled pair of brown oxfords by Pied Piper, 
fanufacturers of distinguished juvenile footwear... 


and made with Rueping’s full grain Manitou leather 


for uperb quality, perfect fit, and easy comfort 


Wied Per 


SHOES: Style 8260, Pied Piper Shoe Company 


Wausau, Wisconsin 


LEATHER: Rueping’s MANITOU, Color No. 7632 


ring LEATHER FOR FINE SHOES 


FRED RUEPING LEATHER CO.,FOND DU LAC, WISCONSIN, U S.A. 





Shoe Fair Highlight: 
Retailers to Receive 


Achievement Awards 


NEW YORK—Two retail shoe 
executives and a newspaper adver- 
tising official have been named to 
judge the National Shoe Fair’s Re- 
tailer Achievement Award Contest. 

They will name the winning en- 
tries from among portfolios sub- 
mitted by retailers from throughout 
the U. S. Winners will receive the 
industry’s coveted “Oscars” at the 
Shoe Fair in Chicago, October 27. 

Edward J. McDonald, executive 
vice-president, National Shoe Retail- 
ers Association, said the judges are: 

Miss Nadine Brown, advertising 
manager of Joseph Salon Shoes, 
leading Chicago salon. 

Budd Gore, retail advertising 
manager of the Chicago Daily News. 

John O’Connor, Jr., president of 
O’Connor & Goldberg, one of the 
largest independently owned chain 
shoe stores in the Chicago area. 

The competition is an annual fea- 
ture of the National Shoe Fair. It 
is sponsored jointly by the National 
Shoe Retailers Association and the 
National Shoe Manufacturers Asso- 
ciation to encourage creative effort 
and originality among retailers in 
promoting and selling shoes. 

Judges will make their decisions 
after evaluating work samples show- 
ing advertising, window display, 
employee training, point-of-sale dis- 
plays, special promotions and parti- 
cipation in civic and community 
affairs. 

Contestants have been classified in 
four categories according to their 
dollar sales and the city population 
of their operating areas. 

All entries will be displayed in the 
foyer of the Grand Ballroom of the 
Palmer House during the Shoe Fair, 
October 26 to 30. There the material 
will serve as a source of ideas for 
other shoe merchants. 


Aronson Resigns Sales Post 

AUBURN, ME.—S. 
son has announced his resignatioi 
as sales manager of Air-Tred Shoes 
Corporation and Styl-Eez Shoe Cor- 
poration, both of Auburn. Mr. Aron- 
son plans an extended stay this 
winter in Florida, where he has busi- 
ness interests. 


Shimer Aron- 
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Boston Market Attendance Up 25% 


Manufacturers Indicate Some Price Increases Are in the Offing. 
But Buyers Seem Little Concerned; Better Year Is the Forecast 


by OWEN THOMAS 


BOSTON — Heavy sampling of 
spring styles and last-minute fill-in 
buying of fall shoes were features 
of Boston’s Advance Spring Shoe 
Market Week, which closed October 
9. Attendance was estimated to have 
been at least 25 per cent higher than 
at this time last year. 

Designed primarily to give south- 
ern and southwestern wholesalers an 
opportunity to get their sample lines 
built up in advance of regional shows 
to be held later this year, the show 
also attracts chain store and depart- 
ment store buyers in large numbers. 
They use it to sense style and price 
trends in advance of the Popular 
Price Show and the National Shoe 
Fair. 

While no price increases were an- 
nounced, there were indications that 
some, at least, were being considered 
by manufacturers and might con- 
ceivably be put into effect within a 
few weeks. 


Low-Price Producers [Hit 

It was pointed out that manufac- 
turers of low-priced shoes, in par- 
ticular, have been badly squeezed 
by recent increases in the price of 
leather and other materials. 
But more than one manufacturer also 
pointed out that, with the competi- 
tive situation what it is today, thes« 
price hikes probably would be minor 
and might even be so small that they 
could be absorbed at the retail level. 

Prices seemed to be of little in- 
terest to buyers. They were much 
interested in manufacturers’ 
ability to make quick deliveries on 
re-orders following early spring 
openings. They were obviously try- 
ing to determine what percentage ot 


shoe 


more 


their total season’s requirements to 
include in their initial buy and what 
percentage to hold open. 

And they were unanimous in say- 
ing they expect the first half of next 
better than year. 
“From five to ten per cent ahead,” 
is the way several put it. 

Discussing 


last 


year to be 


style, buyers were 


cqually unanimous in predicting that 


casuals will continue to outsell dress 
shoes by a wide margin in both wo- 
men’s and teenage categories. These 
casuals, they said, will be more color- 
ful even than this year’s crop and 
will be made of textured as well as 
smooth leathers and fabrics. In dress 
shoes they believe the needle toe will 
gain in popularity in practically all 
parts of the country. 


Tapered Toes for Children 
Children’s shoes, too, at least in 
the high - styled will more 
closely resemble those of their moth 
ers and big sisters. however, 
will be tapered—not pointed. Stray 
patterns of many kinds will be good. 
Softness and flexibility 
as in adult footwear. 

Buyers reported that they see in 
the men’s lightweights the first op 
portunity in many years for selling 
more pairs They 
that the weights 
pushed 
who are much on theit 
the lighter shoes can 
ommended 
hours — 


lines, 


Toes, 


will prevail, 


per capita. fee] 


heavier can be 


for business wear by 
feet 


afely be 


men 
, and that 
rec 
business 


affairs 


for wear after 
perhaps for social 
although not for casual wear. 

The the 


Leathe 


show sponsored by 
New England Shoe 
Association with the 
Statler - Hilton and Sheraton-Plaza 
Hotels. Additional exhibits were held 
at Boston office 


Was 
and 
exhibits at 


howrooms 


Kach Exhibitor at Chicago 
To Pick ‘Silver Jubilee Shoe’ 


CHICAGO To emphasize 
fact that this year’s National 
air will be the 25th, officials ot 
the fair have asked each exhibiting 


the 


Shor 


manufacturer and wholesaler to se 
“Silver Shoe.” Thi 
the believe 
will lead his line in 

So that 
ily spot the featured shoe, the 
will provide a special display 
Each the 
on a pedestal set off by a large, cut 


ial Ol 


a ubilee 
that each 
1959. 


lect a 


will be shoe 


other shoemen can ea 


fain 
init 


free. unit will show hor 


out silver wreath, offic the 


fair explained 
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Tanners’ Annual Session to Look at Future 


NEW YORK Keynote of the 
Annual Meeting of the Tanners’ 
Council of America, scheduled for 
October 22-24 in Chicago, will be a 
“iook at the future.” 

“Whether or realize it,” 
Council Ralph 
H. Ewe, “this industry has reached 
au crossroads, All of us will have to 
make vital We must 
think about the shape of the future 
terms.” 


not we 


declared President 


decisions. 
in down-to-earth, practical 
meeting, at 
(hicago’s 3each Hotel, 
vill provide and definite 
unswers” to tanners’ questions about 


the 
Edgewater 


Sessions of 


‘clear-cut 


ich topics as supplies, production 
and sales, Mr. Ewe added. 

The program: 

‘Hide Quality and Cure Present 
and Future” will be the subject of a 
panel at the opening session, Wedne 
day, October 22, at 2 p.m. Speakers 
will be Gerald (Bud) Pearson, Spence: 
Packing Company; Paul Bissinger, 
Bissinger & Company; Edward W 
Drew, International Shoe Company; 
Erhard H. Buettner, Pfister & Vogel 
fanning Company, and Dr. Fred 
O'Flaherty, Tanners’ Council research 
aboratory 
ession, start- 
devoted to 
Machines.” 


The Thursday morning 
ing at 10 o’clock, will be 
“Management, Men 
Mr. Ewe will present a series of in 
dustry questions, answers will be 
given by fou Irving QR. 
executive vice-president of the 
Tanners’ Council, will discuss “The 
Rusiness World to Be.” Frederick R. 
Livingston, attorney and part- 
ner, Kaye, Scholer, Fierman, Hays & 
Handler, will talk on “Labor Poten 
tial.” J. Lewis Powell, industrial 
ultant, will speak on “The Collapse 
of Time,” and Jerome M. Cohen, Al- 
lied Kid Company, will discuss ‘The 
Future Tanning Machine.” 

The annual reception and 
will be held Thursday evening at 6:45 
for members, their and 
from the allied trades 


and 


and 
speakers. 


Glass, 


labor 


con- 


banquet 


wive cuest 


On Friday at 9:30 a.m. “Facts and 
Forecasts” about supply and demand 
will be presented, with Mr. Ewe again 
asking the Answers. will 
from: 


questions 


come 


Arthur N. Kay, Howes Leather Com 
pany, speaking on “The Offal Truth”; 
Arno H. Johnson, vice-president, J. 
Walter Thompson Company, “What 
the Consumer Wants in 1959"; M. R 
Izen, Sears, Roebuck & Company, “The 
Trend in Shoe Selling’; Walter Kraus, 
Leather Industries of America, ‘Pro 
motions on the Calendar.” 

Also, John J. States, A. C. Lawrence 


26 


Leather Company, “What LIA Aims to 
Do”; J. Russell Ives, American Meat 
Institute, “Cattle and Calf Slaughter, 
1959”; Iver M. Olson, National Shoe 
Manufacturers Association, “Shoe Pro- 
duction, 1959”; William L. Law, 
Cudahy Tanning Company, “The Pic- 
ture Abroad, Soviet Union,” and Julius 
G. Schnitzer, U. S. Commerce Depart- 
rent, “Foreign Supply and Demand.” 

Committee and group meetings will 


be held October 22 and 23. 


Shoemen Arriving at NSF 
Can Register in Four Hotels 
CHICAGO—A staff of 45 
tendants from the Chicago Conven- 
tion will man _ registration 
desks in hotels for shoemen 
arriving at the National Shoe Fair. 
The desks will be in the lower-level 
lobby of the Conrad Hilton; on the 
fourth floor of the Palmer House, 
and in the main lobbies of the Con- 

Hotels. 
who arrive early, 


at- 


sureau 
four 


eress and Morrison 


For fairgoers 


arrangements have been made to 
permit registration Saturday, Octo 
ber 25, at the Palmer and 
Conrad Hilton. 

A. B. Cohen, Shoe Fair committee 
chairman, will 
provide the key to many special ser- 
vices for shoemen attending the 
showing.”” Among these: lapel iden- 
tification badges; a copy of the 
Shoe Fair directory; free bus passes 
for inter-hotel trips; and, for every 
25th shoeman, a silver gift marking 
the Shoe Fair’s Silver Jubilee. 

From Sunday through Wednesday, 
October 26-29, free buses for shoe- 
men will operate at five-minute in- 
tervals between the Shoe 
Fair hotels. 


House 


said, “Registration 


various 


30 Foreign Lines at NSF 

CHICAGO Some 30 foreign 
lines’ will represented among 
more than 800 exhibitors at the Na- 
tional Shoe Fair. 

Leading the list is Italy with 11 
firms. England will have 10 and 
Irance, three. With one each will 
be Germany, Ireland, Switzerland, 
Seotland, Japan and Sweden. 

Another exhibitor will be a com- 
pany importing footwear from Ja- 
pan, China and Italy, according to 
Shoe Fair officials. 


be 


‘Operational Know-How : 
Teaching Program Set 


By Independent Group 


BOSTON—Officials of Indepen- 
dent Shoemen will outline plans for 
an extensive educational program 
among their members when the asso- 
ciation meets at Chicago’s Sheraton- 
Blackstone Hotel, Saturday, October 
25. An overflow attendance is ex- 
pected at the annual session. 

The new program for 1959 will be 
titled “Operational Know-How 
Key to Successful Shoe Business.”’ 
It is based on the premise that the 
most successful shoe merchants are 
the ones who know the most 
their business, and make consistent 
use of this knowledge. 

IS officials said Dun & Bradstreet 
records show that over 90 per cent of 
retail business failures or distress 
conditions result from __ inefficient 
management and inadequate knowl- 
edge about one’s business. 

Through its ‘Operational Know- 
How” program, the association will 
furnish members with a steady flow 
of educational material. Covering al] 
major aspects of retail shoe opera- 
tions, the material will be designed 
to improve management efliciency. 


about 


Frank T. Underhill, executive di- 
rector of Independent Shoemen, com- 
mented, “We believe that with our 
new program we are getting to the 
core of shoe retailing today—partic- 
ularly in the case of the independent. 
The problem and challenge—more 
efficient and productive store opera- 
tion—isn’t new. But our approach 
to helping the shoe retailer is a fresh 
ORR. «.«-% 

“Our 


should 


Know-How program 
the 


thousands of independent shoe re- 


prove a boon to many 


tailers, as well as to shoe manufac- 
turers and travelers, who are seek- 
ing ways to operate more efficiently, 
productively and profitably in the 
face of intensifying competition.” 

Independent Shoemen is a _ na 
tional organization devoted to up- 
holding the interests of the indepen- 
dent—whether manufacturer, retail- 
er, wholesaler, traveler or member 
of the allied trades. 

One of the industry’s newer asso- 
ciations, Independent Shoemen was 
organized in 1954. 
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Boston Boot and Shoe 
Club to Open 70th Year 


BOSTON—The Boston and 
Shoe Club will inaugurate its 70th 
season with a banquet November 19 
at the Hotel Stat- 
ler-Hilton. 

Announcing the : 
program for the & 
year was the 2 
newly elected | 
president of the ‘/T 
club, Charles Rus- 9 
sell Cavanagh. 

A Christmas 
party and stage 
revue is set for a 
December 17 and CHARLES CAVANAGH 
other dinner-meetings for March 18 
und April 15, all at the Statler-Hil- 
ton. In early June the golf tourna- 
ment will be held as usual at the 
Wollaston Country Club. 


s00t 


The club, organized in 1889, has 
operated continuously since. Its new 
president, who has spent his entire 
business career of 43 years with the 
Boston leather house of F. C. Dono- 
van, Inc., is now vice-president in 
charge of sales. Known to associates 
he is the father of four 
has four grand- 


as “Doc,” 
children and 
children. 


also 


Julian & Kokenge Appoints 
Lape as Division Sales Head 

COLUMBUS, O.—Robert G. Lape 
has been appointed sales manager 
of the Foot Saver division of The 
Julian & Kokenge 
Company, manu- 
facturer of wo- 
men’s shoes. 

In his new po- 
sition Mr. Lape 
will assist John 
R. Storm, the 
company’s gen- 
eral mana- 
ger, in sales, styl- 
ing and customer 
relations. 


sales 


ROBERT G. LAPE 

After graduating from Amherst 
College in 1953, Mr. Lape was asso- 
ciated with Dreyfuss & Son shoe de- 
partment at Dallas, Tex. He returned 
to the Columbus plant in 1954. 

Mr. Lape spent a year in various 
departments of the company. In 1955 
he was named sales representative 
in the Southwestern U.S. He will 
continue traveling in that area. 


October 15, 1958 
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International, Brown Announce Price Hikes 


ST. LOUIS — Both International 
Shoe Company and Brown Shoe Com- 
pany have officially announced price 
increases on their spring, 1959, 
lines. 

International has advised its gen- 
eral line branch accounts of an “up- 
ward price adjustment” effective 
October 13 on its 1959 spring line. 
In the adjustment, some price ranges 
were changed. The firm emphasized, 
however, that this was not an across- 
the-board raise. 

Henry H. Rand, president, said 
this upward price adjustment was 
made necessary by higher costs of 
manufacturing, materials and distri- 
bution. He pointed out that the ad- 
vance notice of the price increases 
“gives our customers an opportunity 
to make purchases at present prices, 
and at the same time we cauticn 
them against overbuying of staple 
merchandise prior to October 13 in 
anticipation of spring requirements.” 

International’s specialty divisions, 
it was indicated, would incorporate 
similar price increases. 

Meanwhile, at Brown Shoe Com- 
pany, Louis J. Schaefer, vice-presi- 
dent in charge of sales, officially an- 
nounced price adjustments reflecting 
some increases in the Air Step, Life 
Stride, Naturalizer, Risque and Rob 
lee divisions. 

Mr. Schaefer pointed out that all 
price adjustments were due to a sub- 
stantial increase in costs, especially 
increases in leather prices. He stated 
that the above-named divisions would 
all stay within their present price 
ranges. Prices on the firm’s Buster 
3rown and Robin Hood children’s 
lines and on its Pedwin 
will be announced late in October. 


men’s line 
Brown Shoe Company’s women’s 
divisions include Air Step and Nat- 
uralizer priced to retail at $9.9) to 
$13.95, and Life Stride and Risque 
priced to retail at $6.95 to $11.95 
The men’s Roblee line will contin: 
its present suggested prices ranging 
from $10.95 to $18.95. A majority of 
the Roblee shoes are carrying sug 
gested prices from $12.95 to $14.95 
A last-minute survey of other St 
manufacturers showed that 
producers, women’s _ style 
in particular, had not yet 
completed their pricing. 


Louis 
many 
houses 


Several 


firms indicated that there would un 
doubtedly be some revisions in thei: 
price structures, but that official an 
nouncements were not available. 

At least one children’s producer, 
Step Master Shoes, Inc., reported 
that prices will definitely not be 
raised, 

A spokesman from General Shoe 
Corporation in Nashville, Tenn., in 
dicated that 
line were still ‘under wraps,” 
that an upward revision was bot! 


prices for the spring 
but 


possible and probable. 


PPSSA Expects Increase 
In Branded-Line Exhibitors 
NEW YORK—On the 
advance reservations, officials of the 
Popular Price Shoe Show of Ame 


basis ol! 


ica anticipate a 7 to 10 per cent in 
crease in branded-line exhibitors fo) 
the November 30-December 4 show 
ing’. 

Maxwell Field, 
president of the New England Shos 


executive — vice 
Association and co 
the PPSSA, 


lines 


and Leather 
said 75s 
branded at thi 
May increase of 8 pe! 
cent above the previous semi-annual 


manager of 


were shown 


event—an 


show. A “brand line growth pat 


tern” has continued for several 


years and “shows no signs of slow 
ing,” he added. 

Growing 
PPSSA as a 
emphasized, 


significance of the 


“branded lines show” 
recalled, 


S000 


officials 
survey of 


was 
by analysis of a 
retailers who attended 
December’s The study 
that 83 cent of the reé 
tailers carried branded lines of foot 
came to the PPSSA sp: 
‘ifically to buy brands. 


“non-volume” 
last 
showed 


show. 


per 
wear and 


Shoe chains, mail order firms, va 
riety stores and wholesalers were not 
urveved. 


Seattle Spring Show Planned 

SEATTLE The Pacific North 
Shoe Travelers hold their 
showing of spring footwear on Ni 
vember 2, 3, and 4 at the New Wash 
ington and Stewart Hotels in Seattle 
the group On the 
agenda are a breakfast on Monday, 
November 3, and a buffet Tuesday 
ut the Windsor Ballroom. 


west will 


has announced. 
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First Miami Show Outdraws Expectations 


MIAMI -Close to 
500 the first 
annual Miami Shoe Show of spring- 


BEACH, FLA. 
buyers registered at 
cruise footwear, held here Septem- 
27-30 at the Deauville Hotel. 
Attendance was so much greater 
than expected that a hurried reprint 
of 250 extra show directories had to 


ber 


be rushed to take care of the over- 
flow. 
Original- 
ly planned for 80 
the 
up 
exhibi- 


displays, 
ended 
165 


event 
with 
tors. 
So successful 
as the 
just 


show 
timed right 
for spring buying 


in a climate 


vhere color is the 


keynote 

foregone conclu 
this year’s 
the first 
such 


ion 
event is 
\f many 
be 
this 
outh Florida area. 


hows to 


taged = in 


It was a foregone conclusion, too, 
from the first day of the show, that 
patents are first in importance for 
pring and bone is tops in color pop- 
ularity. Look for a brisk traffic in 
ilks this spring, with pastels rang 
ing from dusty rose and mint green 
to ti 
popular 


or shrimp, which is a 
for this 
Florida. 


ngerine 
name particular 
hade in south 
Pointed Toes Strong 
Still strong in high styles, if the 
outh 
are pointed 


Florida show is a criterion, 


toes and _ variations 
thereof, while in lower heels, beige 
the chart. 


are at the top of 


and bone’ head color 
Shrimp and coral 
the list 


in flax color, is getting a big play 


in casuals, and punched pig, 
for the forthcoming season. 

In fact, spring is a color season 
und milady will greet it in the most 
colorful of the 
flower: of yar 


footwear, to match 


vivid that season's 
dens. 
the keynote of the en- 


leading 


Color was 


tire show One designer 


28 


promoted Chevres calf in_ pink, 
orange, light green, Wedgwood blue 
and yellow. The 21/8 heel showed 
wide acceptance both fashion-wise 
and consumer-wise and seems per- 
fect for the new. skirt lengths. 
Brushed leather is good, and _ off- 
beat colors in rough fabrics are 
proving popular for tinting. 


Newly elected officials of Miami Shoe Show are, from left, 

Jack Rauch, Miami Beach, convention manager; Lynwood L. 

Conrad, Ocala, Fla., vice-president; Mike Harris, Atlanta, 
president, and Morris Segal, Miami Beach, treasurer. 


pink, 
white, beige, turquoise, yellow and 
bone in the $22 to $25 bracket en- 
joyed a brisk traffic, and some mer- 


Lustres in powder blue, 


chants offered matching lustre bags. 


Pigskin, mesh, straw in. white, 


beige, ombre, chili bean, indigo blue 
and olive branch green were selling 
strong in cruise-wear shoes for the 
coming season, in the $16 to $18.95 
with 14/8 
great importance. 


bracket, heels showing 


leather also is high 
for spring, as 
denced by all exhibits. Two extremes 
were the needle 
and thin, thin heel. Certain types of 


casuals featured whimsical designs, 


Lightweight 
in acceptance evi- 


shown needle, toe 


and one exhibitor stressed accent on 
color at the toe of the 
with all-white 
milady’s colorful print frocks. 


fabric shoe, 


heels, to team with 


Closed “perfs’’ were shown in 
some of the $10.95 to $11.95 price 
ranges, and T-straps and open backs 
were along 


the 


gaining in popularity, 


with plain instep. straps in 


$19.95 and $22.95 range. 


One exhibitor promoted sherbet 
colors for Easter, with medium heels 
and slightly squared toe; another 
display stressed feather - leather. 
That shantung or the look of shan- 
tung will be the rage this spring 
season was evident. Of special im- 
portance are these fabric shoes for 
tinting, to achieve the monochro- 
matic look that will be an important 
fashion note for spring. 


Officers Express Satisfaction 


Officers of the newly organized 
Miami Shoe Show group, an out- 
growth of the Southeastern meeting 
in Atlanta last May, were “pleased 
as punch” over the success of the 
undertaking. Buyers came from as 
far north as New England and as 
far west as Texas. 

Mike Harris is president of the 
new group. Other officers are Lynn 
Conrad, vice-president, and Morris 
Segal, treasurer. Directors are 
Harry Cawn, Ed Gillaspy, Jack 
Rauch, Bill Mann, Sherwood Knight, 
John Taylor and Harold Steele. 


Over 200 Lines to Be Shown 
At St. Paul, November 1 to 4 

ST. PAUL, MINN. — Four free 
two-day trips to Milwaukee includ- 
ing tickets to a professional football 
game are being offered as prizes for 
retailers attending the Spring Shoe 
Fair of the Northwest Shoe Trav- 
elers, Inc. It will be held November 
1 to 4 at the St. Paul Hotel. 

Reservations for sample rooms 
point to the largest showing of shoe 
lines in Northwest’s history, with 
over 200 on display, according to 
Paul D. Cook, secretary. One trip 
will be awarded to a Minnesota shoe 
retailer, one to a South Dakotan, 
one to a North Dakotan, and a 
fourth to a retailer from a state 
other than those three. 

Shoe merchants 
trips will 


winning these 
have as their hosts 

Herbst Shoe Manufac- 
turing Company, which has arranged 
a tour of its factory. Shoe travelers 
and retail shoe clerks are not eligible 


on 
arrival the 


for the prizes. 

At the shoe show, there will be a 
roast beef dinner for salesmen Sat- 
urday evening and a complimentary 
dinner for retail merchants followed 
by a dance Monday night. 
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Write for Latest 
IN-STOCK CATALOG 


Important News for Your 
“over 35°’ Customers 


The new CUSHIONIZED BELLAIRES 
will surprise you with their fresh, youth 
ful styling! New lasts. new patterns, new 
treatments will win you new customers 
in this important, growing market and 
the wonderful walking comfort for which 
CUSHIONIZED BELLAIRES are famous 
will guarantee the repeat volume every 


retailer needs! 


Rooms 801-802 z.| $9. 95-$ 11 99 


CONRAD HILTON 


Winner 


Winner Pump 


EXCLUSIVE 
ae ‘ontzed 
<= FEATURES 


- 


1—Unique LUMFLEX insole eliminates 
“breaking in” .. . assures instant flex- 
ibility. 

2— Full length soft cork cushion covers the 
entire foot. 

3—Riveted ‘‘comfortized’’ sustaining arch 
assures foot ease and support for the 
life of the shoe. 


CUSHIONIZED BELLAIRE SHOE CO. 
15 Lowell St., Portiand, Maine 





WHATS 
OUR 
LUNE 


YOU OWOCHT 
TOBE /N 


OUR SHOES 


* Trademark 














i. * answer Is In 


Rooms 825-826 


The palmer House 
NATIONAL SHOE FAIR 





Stacy-ADAMS COMPANY 
Brockton 62, Massachusetts 





MAKING MEN’S CEMENTS? 


There’s a lot of talk about sole attaching 
cements for making men’s cement shoes... . 
questions about materials, edges, bond strength, 
drying times, pressures, pull tests, etc. . . . ques- 
tions that have already been answered in fac- 
tories using SUPERGRIP #463 and #464. This 
proven SUPERGRIP combination is now being 
used by leading manufacturers making men’s 
cement shoes every day. 

Set up a date. Arrange for an in-factory trial 
... prove to yourself that SUPERGRIP #463 and 
#464 is your best answer for men’s cement work. 

When so much depends on so little — depend 
on SUPERGRIP cements. 





If you’re making men’s cements with 
synthetic rubber outsoles . . . ask your 
United representative to set up a trial date 
with SUPERGRIP cements. 











SUPERGRIP Sole Attaching Cements are products 
of B B CHEMICAL COMPANY 


Distributed by: 


SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 





“HOW TO TURN 
THE TIDE 


“When the grade gets steeper is the time to add 
power. When selling gets tougher is the time to 
put more strength into selling. It’s just’ plain 
common sense plus a good dose of an elixir com- 
pounded from courage and confidence.” 


The above sums up the confident thinking that 
produced the brochure “HOW TO TURN THE 
TIDE,” prepared for merchandisers as part of the 
Advertising Council’s public information program. 


The brochure and six advertisements for the cam- 
paign were prepared by Grey Advertising Agency, 
Inc., as a public service. They tell how the four 
principal techniques of retailing: merchandising. 
display. advertising and selling—can be “souped™ 
up and streamlined for greater sales power. 


The emphasis is on the fact that there is every 
reason for confidence in a growing America: 
“More people in a growing population —— mean 
more needs, more wants, more business. 


“More jobs—There will be 22 million more job- 
in 1975 than there are today. 


“More savings—Record high. Individual saving= 
at $340 billion. Give people courage, confidence 
and incentive, and theyll buy more. 


“The slow-down in our business momentum is 
man-made and not the inevitable result of mys- 
terious forces. Its due as much to a let-up in 
selling as to a let-down in consumer buying. 


“Yes the road to better business has grown a little 
steeper but beyond lie tremendous opportunities. 
To realize these opportunities American business 
needs more strong shoulders to get the wheels of 
our economy rolling again.” 


€. B. | rtusne,{o : 
Publisher 
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in Chicago 
October 26-29 
A Great New Extended Line 


SUMPING JACKS 


America’s Finest Fitting Shoes for Children 


Bob Bristol 
Jim Jones 
Gene Arend 
Mac McVay 
Bill Reid 


e Bob Campbell 

e Joe McCaffrey 

e Jack Satek 

e Connie O’Brien 

e@ George Meierhoffer 


e Sam Vaisey 


are looking forward to seeing you! 








— —_ 


MORE FOR YOU! 
Greater Turn Over 
and Profits in best 
seller styles in the 
ever growing... 
Tots-To-Teen Market 


FOR SNEAK PRE-VIEW ... 
TURN THE PAGE 











Vaisey Bristol Shoe Co. 
MONETT, MO. 


We can’t keep em from growing 
put we can keep ‘em 


YOUR CUSTOMERS! 


JUNIORS 


Original patented sole- 
up-the back first walkers 
...also in conventional 
heel styles. Other smart 
Little-Timer fashions for 
young “High Steppers’. 


Profit proved retailers 
at $3.75 to $5.50 


The growing line... for Americas fastest growing manket / 
SEE JUMPING JACKS AT THE PALMER HOUSE + CHICAGO 
SUITE 679-680-681 OCTOBER 26 to 29 


VAISEY - BRISTOL SHOE CO., MONETT, MO., Makers of JUMPING JACKS sold in 42 countries the world over. 





Featuring the new ta- 
pered toes in patents, 
smooths, and all-impor- 
tant velvets in season’s 
new colors. Clever orna- 
ments. Swivel straps... 
sure-fire Little Miss 
appeal! 


Profit proved retailers 
at $5.50 to $7.95 





FOR GIRLS...Step-Ins 
in appealing new shades. 


Classic saddles with new 
color flair. Velvet-leather 
combo oxfords make 
news! In new ‘“‘tapered”’ 
look. Pre-teen sizes, too! 


Profit proved retailers 


“ 5 
a 
at $6.50 to $7.95 8 “% 
' _ . saeene _— —~- a om | 


JUMPING JACKS 











FOR BOYS new moc- 
casin styles feature con 
trasting grained vamp 
Buckle and tie oxford 
with new “‘fluted’? vamp 
Popular “BUCKS” in 
white, ‘“‘dirty”’ and grey! 


Pre-teen sizes, too! 


Profit proved retailer 
at $6.50 to $7.95 








Delmanette points up the needle toe 


in the "Ripple” pattern, 


highlighted with a 

deftly folded vamp 

{no stitches visible). 

2 3/8 heel. Fashioned in 
Hubschman s 

Calf 

+ 3390 Benedictine; 

available in all 

Hubschman colours... 

by Hamilton Shoe Co., 


St. Louis 3, Missouri 


E. Hubschman & Sons, Inc., Philadelphia 23 
Fashion Office: Empire State Building, New York 1 
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STRAIGHT 
LAST 





No Inflare—No Outflare 


to bring specialized business, 
plus franchised protection, to the 


iw dealer who aims to build a reputation for 
juvenile shoes, recognizes the importance of one basic 
piece of sales strategy — gaining and maintaining 
trade interest, trade action, trade support at all levels 
... from mothers, and professional men alike. 
That’s why Straight Last shoes are an important 
part of this objective. They allow greater freedom 
for normal foot action and growth... provide ample 
toe room to allow toes to grow straight forward. Ad- 
ditionally, CHILD LIFE Straight Last shoes are read- 
ily adaptable for all prescribed wedges and are fre- 


dealer who 


sells them 


quently recommended as “follow through” shoes for 
corrections already obtained. Because of their welt 
construction, they lend themselves to use with Dennis 
Brown splints. 

CHILD LIFE Straight Last shoes are available as 
a short, well-balanced line that belongs on the shelf 
as a staple for daily call. They offer a solid business- 
building opportunity of great potential for alert mer- 
chandisers. Full information is yours for the ask- 


ing. Call or write 


HERBST Shoe Manufacturing Co., Milwaukee 45, Wisconsin 
New York Office — 557 Marbridge Bldg., New York 17, N. Y. 











Write for swatches to 
New York Fashion Office, 
71 West 35th Street, 

New York 1, New York 


AMALGAMATED LEATHER 
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leathers for weightless shoes 


Trust to Amalco to tip the scale in favor of weightlessness . . . 
never more important on the shoe fashion scene. Supple Hi-Fi 
kid and Softee, elegant.satin-nap Ruffini suede and dramatic 
new transparent kid... all to style with lightweight ease in 
the new silhouette . . . to interpret in classic black, 

brilliant bird and flower colors, the cool clear 


tones of earth and sky. 


COMPANIES INC., WILMINGTON 99, DELAWARE 
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Big profits in dry feet... 
with SHOE SAVER 


He Vow Corning. SILICOME Leader Fpeewative and Wille Kyeetont 


Offer your customers the best way known 
to keep feet dry and shoes comfortable 
. .. SHOE SAVER .. . then watch the 
extra money roll in! SHOE SAVER offers 
a big 40% profit . . . sells fast because 
everyone who walks into your store is a 
natural prospect for this easy-to-apply 
silicone that protects footwear. Just 
display SHOE SAVER on your coun- 
ter — mention it to your customers — 
and cash in! 


4 oz. bottle . . . . retail $1.00 


(packaged in attractive counter display carton) 


retail $1.95 





new seasonal 
counter displays 


FREES 


Attractive new counter displays 

depict SHOE SAVER doing its job 

during all seasons on different types 

of footwear . . . hunting boots, ski 

boots, golf shoes, dress shoes. Tie- ' ' 

in perfectly with SHOE SAVER’S ert 
sateen advertising. Additional national Y POS i 


6 
point-of-sale aids also available at advertised 
e 
no charge. consistently! Field ¢ Stream 


SHOE SAVER advertising in fore- 

most national magazines con- 

tinues to pre-sell your customers. igut— 
Dow Corning Get the most out of this promo- 

tion . . . display SHOE SAVER 


CORPORATION prominently. Order from your Bee arc 
MIDLAND. MICHIGAN © findings distributor now! Sete ts 
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Feature Attractions of a 
Great New Plastic Line .. . 


All-new YOR. 


De Lites and 


Cascade 


Here comes Tyron! ... With new 
features, new colors and new, original styling. 
Tyron boots, gaiters and rubbers include styles 
for every member of the family. Top-quality 
Tyron plastic will not chip or crack — 
even in sub-zero weather! 
Tyron Cascades and Tyron DeLites feature 
ultra-smart styling, attractive durable 
hardware and anti-slip soles. 
Cascades have moderately 
pointed toes to accommodate 
all shoe styles. The Tyron 


’ line is coming your way soon! | 
; ) | 


Tyron DeLites 


HIGH CLBAN 
16/8 to 19/8 


, 


CUBAN 
13/8 to 15/8 


EXTRA HIGH 
19 B to 23.8 


Tyron Cascades MEDILM 
13/8to 18/8 


;  "“Zaa & an Pn 

Ee" TY E R Rler Onp 

also P.P.S.S.A. Show, Room 343, s -_ ; teeny cag 
New York Trade Show Bidg. AN DOV ER: MASSA CHUS ET T'S, Ui Sc 4. 


TYER RUBBER COMPANY, Andover, Massachusetts, U.S.A. 316 


Gentlemen: Please send me complete information on the new TY RON line. 


NAME 





ADDRESS 
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Our effective service to American business has been a vital force 
in the growth of generations of Iselin clients and the basis of 
our own success. 





For a century and a half we have been giving unique assistance 


to manufacturers in many consumer goods industries to assure 





that their working funds perform only the most productive work. 
357 FOURTH AVENUE, NEW YORK 10, N. Y¥. 


chee + ein Iselin service is a direct path to accelerating turnover of the 


manufacturer's working capital. This gives him the means to 


APPAREL FABRICS 
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capital work full-time’ 


support a more profitable volume by making maximum use of 
the money he already possesses, with no need to encumber him- 
self with debt or to seek new invested capital. 





Factoring with Iselin means shoulder-to-shoulder cooperation 
between a business man and his source of financial support. As 
head of his company, the business man must provide leadership 





that will assure continuing growth and prosperity. As his factor, 
we welcome the obligation to give him effective help in devel- 
oping the financial means to realize his potential to the full. 


FURNITURE 
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omething Really ew ; 
THE COUNTRY SQUIRE 


MEN’S 10” CLOSURE BOOT 


Lightweight — all rubber — no fabric lining. Will stretch 
on easily over any shoes including heavy work shoes. Molded 
button and strap, integral part of boot, provides ankle 
closure around trouser or can be worn beneath. 
“Bellows” action, together with ridges molded inside 
boot, provides ventilation and air circulation 
with each step. Easily cleaned inside or out 
under faucet. Dries in a jiffy. Offers 
rugged service for commuters, 
suburbanites, farmers and 
for all industrial use. 


Black rubber or neoprene. 


SIZES WILL FIT SHOES 
Small 642 to 82 
Medium 82 to 10 
Large 10 to 114% 
Extra Large 11 to 13 


WE’LL SEE YOU IN CHICAGO— 
BOOTHS 84 and 85 
EXHIBITION HALL, PALMER HOUSE 


TINGLEY RUBBER CORPORATION 
903 Ross Street, Rahway, New Jersey 


Please send me the name of nearest Tingley distribu- 
tor and latest catalogue. TI eT G q EY 


NAME 
ADDRESS RUBBER CORPORATION 
CITY ZONE STATE 


Rubber Footwear for Children - Adults - Mechanics + Farmers 
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SEEING IS 
BELIEVING 


wont you come see us? 


If you haven't seen Edwards complete 
line of children's shoes take this op- 
portunity to see why Edwards is known 
by retailers and consumers across 
the country as Edwards 
THE SHOE FOR CHILDREN. 


PLAYN “TOR s.... 
favorite among the 
\\ little folks; sturdy 


oN soft white elk. 


THE SHOE 
FOR CHILDREN 


is more than just a phrase .. . It's 
a reputation that's been earned by 
Edwards for half a century of produc- 
ing the most complete line of children's 
shoes. If you are interested in Fit, 
Quality, and Fashion, stop first at 


Edwards 


‘ ty 
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\\ TTD - . i 
Look whos \\ 1/0 in America! 


BABY...KING OF AMERICAN ROYALTY 


AEN IRS ed 


What a business I started when I was 
born! Uncle Sam gave Dad a $600 

tax exemption. Aunts, uncles, relatives 
and friends started buying me gifts 
galore. Doctors and druggists, nurses, 
milkmen, hospitals, all got a share. 

I boosted business in Baby food, bassinets, 
bottles, bonnets and blankets; powders 
and pillows, crackers and cradles, 

sox, scales, soap, sterilizers; diapers, 
rattles, baby oil and orange juice. 

Dad bought cigars and insurance; 
Mom an alarm clock and an exten- 
sion telephone . . . I’m moving up 

to shoes, strollers, play pens and 
picture books. You name it—I’m going 
to need it! Already I’ve run up $2,000 
in expenditures. Multiply that by four 
million new babies a year, and it 
adds up to a whopping Eight Billion 
Dollar all new market! Every year! 


No wonder they think I’m the King! 
© 


baby shoes 


POTVIN SHOE COMPANY, BROCKTON, MASS. 


f 


prea 


PREWALKERS INTERMEDIATES SANDALS LEARN-TO-WALK 
No sole bootie For play pen, and Lightweight, cool, Rambling, romping 
Soft and flexible creeping stage all leather and first steps 


Room 847, Palmer House 





© Commerce Department reports that Yugoslavia is inter- 
ested in exporting shoes and leather to the United States. 


® New rules on fake price comparisons and 
phony pre-ticketing start Federal Trade Com- 
mission crackdown on false pricing. 


® Three Congress members planning to push 
compulsory shoe-labeling law. Investigation 
of the shoe industry also in the wind. 


Baker Reporting from WASHINGTON 





The government says it has received inquiries from Yugoslavian officials 
who want to export shoes and leather to the United States. 

Yugoslavia shoe factories (all owned and operated by the Communist regime 
of Marshal Tito) now produce about 7,000,000 pairs annually. Most of this 
output is consumed there. 

The new expression of interest in the U.S. footwear market was reported 
by a |. S. Department of Commerce trade mission which toured Yugoslavia 
from August 16 to late September. The mission reported interest in a long 
list of industrial products as well as consumer goods which the Yugoslavians 
want to ship to the U.S. 

Yugoslavia imports from the U.S. are now about six times the value of its 
exports to the U.S. The goal of the Yugoslavian government is to correct 
this imbalance, especially by building up foreign markets for consumer goods 


such as footwear. 


Government agents are toughening up a crackdown on false pricing. Phony 
price Comparisons and pre-ticketing with false list prices are a special target. 
Federal Trade Commission officials have set new rules on fictitious pricing 

the toughest yet. Briefly. it outlaws: 

Use of price comparisons where the higher price is more than usual in the 
trading area or higher than used in a recent period of time. 

Pre-ticketing at a price higher than maker, wholesaler or merchant. will 
currently sell a product: or use of fictitiously high list prices in an ad. catalog 
or price list. 

\ list price must be the price at which an item is usually sold. 

These rules will sink some discount house pricing tricks. if they are en 
forced. As a merchant, you will play a key role in enforcement. Tf you are 
faced with false price comparisons, tell the FTC. Remember. these complaints 


are confidential. 


Here's more about shoe-labeling legislation: At least three members of the 
Congress are now planning to push for a national shoe-labeling law next year. 

In addition. some consideration is being given to a congressional investiga 
tion of the shoe industry. Such an investigation. if it comes about. would be 
linked with public hearings on shoe labeling legislation. 

Rep. Charles O. Porter is planning to introduce a compulsory shoe labeling 
bill. and is considering whether or not to press for a public investigation of 
shoe manufacturing. Two senators. Wayne Morse and Richard Neuberger. are 
in favor of a shoe-labeling law. but have not yet said whether or not they'll 
demand an investigation. 

Messrs. Porter. Morse. and Neuberger all are Oregon Democrats. Theis 
interest in shoe labeling is due largely to the one-man campaign of a Medford 
(Oregon) shoe repairman, Wilbur Gardner, who has been urging groups 


of parents and consumers to demand a national shoe label law. 





Ocfober 15, 1958 





Report from 


® “Earn as you go” five-year tax cut program 
proposed for 1959. Both personal and busi- 
ness taxes would be eut. 


® Plan now for higher social security taxes to 


WASHINGTON ie. pala ees Soeanty 1. Bigger benefits 








“When parents take their youngsters’ scuffed and worn shoes to the repair- 
man and are told that the shoes are beyond repair because paper and card- 
hoard have been substituted for leather, indignation is understandably high.” 
Mr. Neuberger declared in the Senate earlier this year. 

The kind of national shoe labeling law Messrs. Porter. Morse, and Neu- 
herger have in mind would require all manufacturers and importers to aflix 
a label to every shoe showing in words and figures the common generic names 
of the materials in the shoe. Shoe findings would not be included. (See p. 217.) 

enforcement of a shoe label law would be in the hands of the Federal Trade 
Commission. under present plans. The FTC presumably would administer the 
law much as it now administers the fur labeling law and the fiber labeling 
law. Those guilty of violating the law would be subject to a fine of not more 
than $5,000 or a year in jail, or both. 

Mr. Gardner (who operates his own repair shop at 612 Kast Main St... Med- 
ford, Ore.) has been mailing out hundreds of petitions to all areas of the 
country urging citizens to demand a shoe label law. 

\ustralia has a national shoe labeling law. and this law is now being exam- 
ined by the interested congressmen and by the Federal Trade Commission as a 


possible model for a national shoe label law here. 


Proponents of broad tax cuts are already making plans for next year’s fight 
lor tax reform. 

Two leading exponents of tax cuts, Reps. Sadlak. R.. Conn... and Herlong, 
D).. Fla.. have drafted legislation for introduction next year. The measure is 
similar to one they proposed jointly this year which won wide business support. 

The new Sadlak-Herlong bill would cut both personal and business taxes each 
year for five years. The top corporate and personal rates would be cut to 42 
per cent from the present 52 and 91 per cent figures. 

The lowest personal tax rate would be cut from the present 20 per cent to 
I> per cent. 

Sponsors of this measure call it an “earn as you go” program because they 
believe that as tax rates were gradually cut. business and investment would rise 


and the government would not lose revenue. 
But congressional leaders are warning that tax cuts will be hard to win next 


vear. The government is expected to run as much as $12 billion in the red for 
the fiscal year ending next June 30. Strong grass roots support will be needed 


lo push any type of tax cut through. these sources sav. 


implovers should start planning now to pay the higher federal social security 
taxes that will be levied on them next Jan. 1. 

Management will be stuck with a tax of 2's per cent on the first $4500 
earned by each covered employe, as a result of a new law. The same amount. 
$120 per year. must be taken from the employe’s earnings as a contribution to 
the social security trust fund. Self-employed persons earning at least $4800 
a year will pay S180. 

The new law will start bigger benefit payments from the trust fund to 12 
million persons in February. Average increase for retired men and women. 
their dependents. and survivors will be seven per cent. Minimum boost will 


he $3. paid to those now getting $30 per month. 


[CONTINUED ON PAGE 152} 
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FABRIcushon ¥//2 Aa linings give you... 








new comfort INSIDE! 











new look OWT: ODE 














new sales LVERVWHER LE / 


B1K9-AA 





NEWEST DEVELOPMENT IN FOAM-FABRIC ‘‘SANDWICH”’ MATERIALS 
CREATES MULTI-PURPOSE LINING FOR EVERY STYLE 


THIN GAUGE FOAM 


4 HEAVY SUPPORT FABRIC 


\ pa ¥ 
F FRENCH KNIT (TRICOT) _ 
“ FABRICS 


LIGHTWEIGHT CALF, KID, REPTILE OR FABRIC 


FABRIcushon TRI-PLY linings feature three sales-boosting advantages 
in one ready-to-use material! They have the softest surface “hand” obtain- 
able on any lining... provide a comfortable, breathing foam cushion 
around the feet . . . serve as doubler and/or plumper for soft uppers (light- 
weight leathers, skins and fabrics). 

These new ‘“‘sandwich’”’ combinations are functionally correct in almost 
every type of shoe. Accurate thin gauges permit use even in the most deli- 
cate high fashion styles. In addition to vamp linings, FABRIcushon 
TRI-PLY is adaptable for counter, strap and sock linings. 


Leading shoe manufacturers are already featuring FABRIcushon TRI- 
PLY linings in women’s Fall ’58 and Spring ’59 styles —- a real plus in 
styling, comfort and merchandising. 


WRITE TODAY FOR SAMPLES, DETAILS AND PRICES. 


FABRIcushon products are manufactured 
THE KEN DA a i # i COMPANY under Patents 2,628,654 and 2,649,391 
and Patents Applied For 
Andrews-Alderfer Division 
1031 HOME AVENUE * AKRON 10, OHIO 


Representatives: BOSTON: Continental Textile Corp. * NEW YORK CITY: Eastern Foam Fabric Co. * CINCINNATI: M. Hale Company * NASHVILLE 
Robert Porter « ST. LOUIS: Gerald D. Scott Sales Co. * MILWAUKEE: R. J. Piekenbrock « LOS ANGELES: Herman Schlobohm Foam Rubber & Plastics Co 
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WAIT! ‘TIL YOU SEE THE NEW 








PLASTI PRODUCTS CORP. 
WINONA, MINN. 


Originators of plastic waterproof footwear 





QUALITY... Quality has always been the buyword in all BECKWITH products. The smart 
shoe manufacturer knows that quality is his only smart buy in box toes. 
UNIFORMITY... Uniformity in all types of box toes is a vital essential on the shoe produc- 
tion line. Beckwith-Arden turns them out by the millions, precision made and as uniform as 
peas in a pod. 

STYLE ...Smart shoe styling is the major sales appeal all the way from the designer’s drawing 
board right to the consumer. Beckwith-Arden box toes not only conform to the most delicate lines 
of the last but faithfully retain the style and beauty throughout the life of the shoe. 
SERVICE ...Service at Beckwith-Arden means cooperative follow-through after their 
products have reached the shoe factory. Expert advice and technical assistance are always 
readily available to assure the shoe manufacturer top efficiency in his box toe operation. 


Clock dedlen.- 


203 Arlington Street - Watertown, Massachusetts 
SUBSIDIARIES: Beckwith Mfg. Co., of Wisconsin —- Milwaukee © Beckwith Box Toe, Limited, Sherbrooke, P. Q., Canada 


Victory Plastics Co., Hudson, Mass. * Safety Box Toe Company, Boston, Mass. * AGENTS: Wright-Guhman Co., St. Louis, Missouri 
Dellinger Sales Co., Reading, Po. * The Geo. A. Springmeier Co., Cincinnati, Ohio * Factory Supplies, Inc., Milwaukee, Wis 


October 15, 1958 





DANIAN 












A New Lawrence Leather 
that’s something to crow about 










BANTAM A new, lightly textured, highly polished leather created to help you fight for 





increased shoe business in men’s, women’s, and junior lines. A. C. Lawrence Leather Co., a 






division of Swift & Company (Inc.), Peabody, Mass. 


rOnC?_ BANTAM 


THE BETTER PART OF BETTER SHOES 
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THE INVENTION 
THAT STARTED | 
REVOLUTION IN 
MEN’S FOOTWEAR 


CONSTRUCTION 
PAT. NO. 2815589 


What is it about BATES FLOATERS that caused this revolution? 


It's their appearance... They float... It's their styling... It's their outstanding appeal... 


BATES floaters 


See WHY only BATES FLOATERS ARE Floaters 
at the e CHICAGO SHOE FAIR 

e POPULAR PRICE SHOE SHOW 

e AND REGIONAL SHOWS 


BATES SHOE COMPANY - WEBSTER, MASS. 
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The oil-resistant, ozone-resistant nitrile rubber 


Naugatuck PARACRIL 0ZO 





LEFT: PARACRIL OZO SOLE 
on test pair of shoes worn 
in direct contact with steel 
chips and oil, 5 days a 
week, for a full six months, 
on and off the job. Shows 
substantially less wear than 
standard oil-resistant sole 


at right 


RIGHT: PARACRIL OZO HEEL 
on the other test shoe is 
still like new, while stand 
ard oil-resistant heel at left 
is worn smooth and begin 


ning to crack 





New sole material outwears others 3 to 


New PARACRIL' OZO 
Naugatuck Chemical Division of U.S. Rubber 


developed by the @ 277° more abrasion resistant! 


@ free of flex growth after 25,000 cycles 
makes shoe soles and heels amazingly 
@ 5 to 10 times more resistant to fuels and 


long-lasting — far superior to all others on 


the market. What's more, they are available 


in bright, permanent colors! 


Compared with one of the toughest mate 
rials known, new PARACRIL 0OZO makes heels 


and soles 


oils than existing standard oil-resistant 
shoe soles. 


Find out about PARACRIL 0Z0’s heel, sole, 
and shoe selling advantages NOW! Write 
us for further information. 


Naugatuck Chemical 





ee ° 1040P Elm St t 
Division of United States Rubber Company Naugatuck, Connecticut 


Rubber Chemicals - Synthetic Rubber - Plastics - Agricultural Chemicals - Reclaimed Rubber - Latices - CANADA: Naugatuck Chemicals Division, Dominion Rubber Co., Ltd., Elmira, Ontario - CABLE: Rubexport, N.Y. 
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Tere and it's available to you NOW! 
through GRO-CORD 


An Amazing New 
All Purpose Soling 
Material 


A super wearing lightweight material 
available in plain molded or design molded 
soles for either casual or semi dress 
shoes. Excellent oil resistant qualities 

for work type shoes. 


A smart, super wearing material for 
top lifting—an excellent sole for women's 
casuals. Lightweight, extremely flexible. 
A wide choice of consistent colors. 
FARA. ieee \\G— | » Available in plain molded soles, sheet 


OL UC 
4 RES) « ; : stock and Cema blanks. 


dd oRoe ‘ 


i, 


A lightweight, super wearing sole that 
outlasts the shoe. Waterproof, non-marking 
and stitchable — it's available in sheet 


stock, plain molded soles and Cema blanks 


Lasts the Life of the Shoe! 


CONTACT YOUR GRO-CORD REPRESENTATIVE TODAY! 


R. E. FARNHAM J. 1. WILLIAMS RICHARD E. TRAVER 
Room 201 John Williams Company and 
210 Lincoln Street 1600 Locust Street GLENN W. BURK 
BOSTON, MASSACHUSETTS ST. LOUIS 3, MISSOURI John G. Travis Company, Inc 
141-143 N. Fourth Street 
C. E. CLARK K. F. TRIMBLE PHILADELPHIA, PA. 
3777 Lott Street 9116 Stickney Avenue 
JOHNSON CITY, NEW YORK MILWAUKEE, WISCONSIN 


GRO-CORD RUBBER CO. ¢ LIMA, OHIO ¢ U.S.A. 
f 
CANADIAN PLANT «¢ GRO-CORD RUBBER CO. OF CANADA LTD. e TILLSONBURG, ONTARIO 
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1. After the upper is sewn, seams 
and needle holes are sealed with a 
self-vulcanizing adhesive. A metal 
last is then placed in the upper. 


Here’s how to make a 


Only leather with Sylflex 
gives you these added advantages: 


@ Free-breathing comfort 


@ Stays flexible, even after wetting 


won't curl 


@ Easy to keep clean; just wash with water 


proot shoes of Syl flex eather are available fron 
Johnson Corporation, Dunham Brother 
rhe satety First Shoe Company, Ine 
Sta-Dri Division of Ranger Boot and Shoe 
‘ing Company, Inc. Sylflex leather i 

om Armour Leather Company, Eagle 

her Company and A. C. Lawrence 

! lor details write: Dow Corning Corpora 


dland, Mie} 


Canada: Dow iw Silicones Ltd., Toronto. 


lion, \l 


SEE THE SHOE-TESTING MACHINE IN ACTION 


AT BOOTHS 48 AND 49 AT THE SHOE FAIR 


3. The finished shoe is removed from the 
mold, completely sealed at seams, stitch- 
ing and soles. Excess sole material is 
removed, the shoe is inspected and 
packaged. 


With Sylflex leather, sealed upper seams 


tf 
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2. The upper is placed in the mold, where hy- 
draulic pressure and heat shape the sole and 
create a firm bond between the Sylflex upper 
leather and the rubber sole. 


waterproof leather shoe 


and vulcanized construction 


*Shoes are regarded as waterproof by the wearer if his feet 
stay dry after walking in water. 


4. The Sylflex shoe tester 
“walks” the shoe under water. 
Each flex of the leather is 
recorded automatically and, 
as the first drop of water 
penetrates the shoe, the con- 
trol stops. Shoes made with 
Sylflex leather and vulcanized 
construction have been flexed 
more than 25,000 times with- 
out water penetration. 
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bottom) 


your shoes} 


... with light, 


flexible, more saleable 


For samples write: CAT'S PAW RUBBER CO., INC., BALTIMORE 30, MD. 
IN CANADA: CAT'S PAW HOLTITE RUBBER CO., LTD., DRUMMONDVILLE, QUE. 
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AND WASHABLE TOO 
‘ | ‘ Ahvap 
Pouch 

See the latest Servus 
Pla-Shus styled for the 
modern trend of casual 
living comfortable, 
colorful, washable and 
priced for big 
volume sales. 


Write or call for a visit from 


your Servus salesman. 
{dn} 
erjtdn 


Pla ti 


tte; 





ROCK ISLAND ILLINOIS 


’ 
Vew Y ! and WAREHOUSE $30 Br 1w ly ew Yor 7 ‘ 
RK FF E 1 » 3 B N k 1 Y 


See the complete line of tennis 
, , casuals and waterproof footw 
women and children at the National Shoe Fair, Oct. 26-30 | ae sha ac 
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Black straw-and 
string lined oxford 
with the popular 


square toe. 





Square-toe buckle- 
oxford of 
TAYLON, 
simulating leghorn 
straw. SHUGOR 
concealed at throat 
provides easy-on- 


and-off. 


AIR-COOLED MATERIALS 
IN SMART NEW MOTIFS 


Let the SHUGOR TAYLOR 
supply you with the best in 
interesting knit shoe mat 
ral and he p you 
combine martne and 
atr-cooled comfort 
when styling yout 
nie n’ suIMMeEel 


ne. 


.TAYLON 


leghorn straw) kee} 


this tapered-to 
moccasin-ly pe 
oxford flexthle, cool 


and smart. 


CUAL 


sisce , 1664 


TAVLORED-TO-FIT ® 





THOMAS TAYLOR & SONS 


HUDSON, MASSACHUSETTS 
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A 
bursts from fashion’s magic cocoon in 


BUTTERFLY COLOUR 


PINKROOT COCOON LUNA MANDARIN SPICEBUSH 
SPHINX VIOLET-TIP SWALLOWTAIL CHECKERSPOT IMPERIAL 


The fashion line for ’59...Transparent Kid... 


1 Vi £ retaining the native look of the most lovely of leathers 
‘ ing id 


LINE 


witt1am AMER company - PHILADELPHIA 23, PA. 


MEMBER KID LEATHER GUILD 
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WADE IN FRANCE 
BIDEGAIN 
BEVERLY - PAU 


Just arrived from Paris... high fashion 
inchildren’s shoes, styled by “Chan bor | 


First American showing on Sunday, October 
26th, at the National Shoe Fair, Palmer House, 
Room 910. For further information write or 
phone CHAMBORD SHOE COMPANY, INC.., 
350 Fifth Avenue (Empire State Bldg.) Tel. 
LAckawanna 4-4492, Cable: CHAMBOSHOE 
NEW YORK. 
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NEW ORLEANS CHICAGO 


CHICAGO 


PORTLAND 
sT¥. LOUIS 


BANISTER 


Ud 


, proudest name in /ootwear 


PROUDLY INVITES YOU 


to attend its first showing of exciting new fashions — representing a uniquely 
fresh, highly authentic approach to the styling of premium quality foot- 
wear for men. This Banister line is designed to add lustre and profit to 


the names and reputations of finer stores the country over. Call on us at 


Te Maton Bhoe Fair 


ROOM 7351 + PALMER HOUSE 


* 


BANISTER 


113 years of most illustrious shoemaking achievement 


JAMES A. BANISTER COMPANY, SOUTH WEYMOUTH 90, MASSACHUSETTS 


(RETAILING FOR $24.50 TO $75.00. SLIGHTLY HIGHER DENVER, WEST) 
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/ cading 


“hehts” 
fashioned on degant lines THE NAME THAT HAS BECOME 


THE SYMBOL OF 


the leader 


IN MEN’S SHOE FASHIONS 














The influence of Stetson’s styling is everywhere. Many of 








Stetson’s fashion firsts of the past few seasons are solidly 
established trends today . . . consistent volume builders and money 


makers. Stetson’s policy 1s to lead the field with style ideas created 





to make men itch to buy — new, fresh stimulatingly different 








and eminently suited to the current modes in men’s wear. 


AGAIN -—at The Shoe Fair-—- Paimer House, Rm. 732 


Stetson steps ahead — with ‘‘Style Related’’ Shoes for men. We 


invite you to see this new and highly promotable concept in fine 
shoe merchandising at the Fair — Room 732, Palmer House. 
Tue Sretson SHoe Company, Inc., South Weymouth 9, Mass. 
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Fancy footwork for faster sales 


ULVA-TRAX 














ep 8 





AVAILABLE IN MEN’S, 
The New Sole That Offers Premium Performance With- WOMEN’S, BOYS’ 
out Premium Price! | . a AND JUVENILE 

A sure shopper-stopper, SULVA-TRAX soles are i. ’ MODELS 
neat and stylish. Placed on display, the new high- ™ 
traction design excites curiosity and invites closer ex- Easily attached with 
amination. conventional cements 

An exclusive with SULVA-TRAX is the reverse and by methods nor- 
mally used with high- 
est grade rubber soles. 

Ask your supplier 


grooving on the heel section of the soles for better 
traction while walking down a slope. 
Once your customer feels the lightness and super-soft : 

: pe ms d ee for prices— others 
comfort of SULVA-TRAX, the sale is made. And, be- have been pleasantly 
cause SULVA-TRAX is ruggedly built with a sure-grip ' surprised 
safety tread, you can guarantee long, satisfactory serv- 
ice under the stress of youthful, active feet. 











SEE OUR EXHIBIT...NATIONAL SHOE FAIR...SUITE 1205-06...CONRAD HILTON HOTEL 


O’SULLIVAN RUBBER CORPORATION Winchester, Virginia 
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BALLY 


Peyml 1194-48 F-lale| 


SETS AN IMPORTANT 
NEW STYLE TREND 


Continental Patterns and the famous Wing 
Construction in Boys’ and Young Men’s shoes 


This remarkable line for the Prep 
School and College trade is avail- 
able on franchise to prestige shoe 
shops and departments. These 
smartly styled shoes for juniors 
are certain to register immediate 
success. 


BALLY Shoes 
for Boys and Young Men 


retail at $10.95 to $12.95. 


FOOTWEAR for the smart 
American woman also features a 
sensationally new construction... 
PONTE BALLY ...for which 
international patents are 
pending. 


You Are Always Ahead With BALLY. 


Complete lines of these distin- 
guished shoes will be displayed 
during the National Shoe Fair, 
Chicago, October 26th to 30th in 


SUITE 2306A - 2310A 
CONRAD HILTON HOTEL 


BALLY, INC., 444 MADISON AVE., N.Y. 22, N.Y. 
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SEE YORKTOWN AT THE SHOE SHOWS 


Chicago, Ill. — Palmer House — Oct. 26-30 

St. Paul, Minn. — St. Paul Hotel — Nov. 1-4 

Detroit, Mich. — Statler Hotel — Nov. 2-4 

Seattle, Wash. — Northwest Show — Nov. 1-4 
Atlanta, Ga. — Southeastern Show — Nov. 2- 

Dallas, Texas — Baker Hotel — Nov. 2-5 

Columbus, Ohio — Ohio Show — Nov. 9-11 

Boston, Mass. ~ Parker House Hotel — Nov. 9-12 
Pittsburgh, Pa. - Hotel Penn-Sheraton — Nov. 16-19 
Los Angeles, Calif. — West Coast Show — Nov. 16-19 
New York, N. Y. — New Yorker Hotel — Nov. 30-Dec. 4 


‘ ss Advertised in 
Syracuse, N. Y. — Empire State Show — Jan. 18-20 be a LIFE AND ESQUIRE 


Write now for catalog or for salesman to call 
GARDINER SHOE COMPANY, INC. 
MAIN OFFICE, FACTORY AND IN-STOCK DEPARTMENT 
GARDINER, MAINE 


NEW YORK SALES OFFICE: Marbridge Bldg., 47 W. 34th St. 
FAR WESTERN DISTRIBUTORS: Solnit Shoe Co., Buckingham & Hecht, 817 S. Los Angeles St., Los Angeles 


F 
ee 


68 Boot and Shoe Recorder 








LETS GO 
WITH DESCO 


fn enue) 





We are happy, proud and grateful... 


happy with our record of growth— 


proud of our position of leadership— 


and forever grateful... 





to our friends among retail 


shoe people—our employees 


and suppliers, without whom this 


progress could not have been achieved. 





SEE OUR NEW STYLES AT THE CHICAGO SHOE SHOW 
WILLIFORD ROOM— CONRAD HILTON HOTEL 





REVELATIONS ° THRILLMATES * DARLIN'S 
DESCO DEBS ° DESCO BOOTS 


Shown also at these important shows: 


Dallas Nov. 2-5 Chicago Nov. 22-25 
Atlanta Nov. 2-5 Detroit Nov. 2-4 
Popular Price Shoe Show in New York Nov. 30-Dec. 4 


DESCO SHOE CORP. 
REX SHOE CO., INC. (a subsidiary) 


Los Angeles Nov. 16-19 


209 West 33rd Street, NYC 
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for all that’s 


in boys’ shoes... 


SS, 


ANAL 


IN ROOMS 


ae 741-742 
| = PALMER HOUSE 
NATIONAL SHOE FAIR 











| IN STOCK 
' To 


GERBERICH 
3 STYLE LINES — 
3 * YOUTHS 8'2-12-3 
SIZE \ BOYS 1-6 
RANGES BIG BOYS 6)2-11 


GERBERICH-PAYNE SHOE COMPANY 
MOUNT JOY, PENNSYLVANIA 








¥COLAC 


THE TOUGH, \y ~ HARD ABS POLYMERS 
\} ( 


CYCOLAC’s amazing properties make it in- In the past six months over a million high 
finitely superior to traditional shoe heel ma- heels have been molded of tough, hard 
terials... serviceable over a wide temperature CYCOLAC resin. Made in the latest nar- 
range. row style demanded by current fashion, 
CYCOLAC’s outstanding toughness and abil- these heels have shown an astounding 
ity to “take-it” have been proven through ability to stand-up under daily wear. 
constant wear. Manufacturers and molders report returns 
CYCOLAC’s exceptional quality practically at an all-time low! 
eliminates returns. 
CYCOLAC’s light weight offers more heels If you are looking for ways to cut man- 
per pound . . . usable with all conventional ufacturing costs and still maintain the 
shoe forming equipment. quality of your shoes, try CYCOLAC 
CYCOLAC’s low cost will surprise you. and see! 

WRITE FOR DETAILED INFORMATION TODAY! 


PACESETTER IN 
DIVISION OF BORG WARNER 


b Washington, W. Va. 
q r On? also represented by: 
CH EMICAL WEST COAST: Harwick Standard Chemical Co., Los Angeles, Cal. 
CANADA: Dillons Chemical Co. Ltd., Montreal & Toronto 
EXPORT: British Anchor Chemical Corp., New York 


SYNTHETIC RESINS 
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al 
IN CHICAGO 


ik 5 


CONRAD HILTON 


ROOMS 939A-940A 







































































WHISPER STEPS - LUCERNES - GAY BOUQUETS 


ots 


3 





Here they come — with the big fashion news, the big 


profit news, of the season! The new Viner line is 
a BIG line, with BIG potential and BIG promotion! 


Here’s a complete line, including high fashion flats, 


all 


basic moc-casuals, even children’s and boys. . . 
your trip 


IN-STOCK for fast delivery. Hop on board 


with Viner will be a profitable one! 


FRINGE 





SSS SAD) D 


CSS SSSA rr 
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1. Dick Hasey 9. Abe Scolnick 

2. Al Wilmot 10. Arthur Pett 

3. Ben Barnett 11. Ed Sherman 
12. Ira Mack 


5. R. R. Forgette 

6. Tom Hartigan 14. Leo LeRoy 

7. Bill Wood 15. Fred Moncur 
8. Don Ferritor 16. Hymie Gotlieb 


17. Ray Dumont 


Ud 
Z 
4 
Y 
( 
' 
y 
¢ 4. Had Albright 
71 13. C. E. Carpenter 
4 
[4 
yj 
UA 
CA 
z 
vA 
4 
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VINER BROS., INC. BANGOR, MAINE 


Shoe Craftsmen Since 1905 





iy |)’ “THERE ARE LOTS OF PEOPLE |\\j\ " 


3) WHO WOULD LIKE TO BE IN OUR SHOES ty 









































Be FAIR to yourself...be sure to see us at the 


NATIONAL SHOE FAIR 


CHICAGO, OCTOBER 26-30, 1958 
HOTEL MORRISON, ROOMS 522, 524, 526 


Bata BELCAMP. MARYLAND 
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—— 
ouT WITH... 


PrP 


The newest innersole on the market 
—a bright new note in footwear! 


SOLKAF is the latest footnote in footwear! ‘Try it... feel it... look at it closely. 
SOLKAF combines feather-light softness with leather-like toughness, has a supple 
buoyancy, a pliable texture that cushions the foot, gives a lift to every weare1 
from the first step. It’s wear-proof and tear-resistant, with a dimensional stability 
that means it holds its shape for the life of the shoe. SOLKAF is the ultimate in 
quality ... born of 31 years of experience in manufacturing Onco, used in over 
2 billion pairs of shoes! 

Give your customers the qualities they look for—in SOLKAF: Flexibility, Dimen- 
sional Stability, loughness, Adaptability, High Quality at Low Prices. SOLKAF is 
now available in various irons for immediate shipment! 


BROWN |s{{ COMPANY 


General Sales Office: 150 Causeway Street, Boston 14, Mass. Mi//s: Berlin and Gorham, N. H. 


Exclusive Distributor in Canada: Bennett Limited, Fort Chambly, Quebec 


See SOLKAF at Booth 51, National Shoe Fair, Palmer House, Chicago, Oct. 26-30. 
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PROFITS 


are astounding 


and of course 
style 


— quality 


in the 
759 


Ts IY Ise: 


»9 Ga A267 


division of 


ALBERTS SHOE COMPANY 


Cambridge St. * Middleboro, Mass. 


cer 
Wiis WO 


Be sure to see us in 


ROOM 761 
PALMER HOUSE-CHICAGO 
NATIONAL SHOE FAIR 








styles vary. -. but comfort’s constant 


.and keeping a constant customer demands that comfort—whatever 


the style. That’s why manufacturers and retailers are making sure their 
shoes are cushioned with U.S. Kem-Blo® sponge rubber insoles. Kem-Blo 
is getting repeat business for them because it absorbs shock . . . adds ease 
to every step. It won’t mat, pack or shred. Scientifically gauged thickness 
lasts for the life of light and heavyweight shoes. Learn the full Kem-Blo 
story. For information and test-size samples, write: United States Rubber, 
U.S. Kem-Blo Sponge Dept., 361 Church Street, Naugatuck, Connecticut. 


US United States Rubber 
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TOP—Viny! Welt, thread of “Dacron” 


BOTTOM—Thread of natural fiber 


seer hry test a _ 
Vinyl welt work shoes stitched with threads of 
“DACRON” stand rough wear conditions best 


The Dewey and Almy Chemical Division of W. R. 
Grace & Co. recently selected a group of policemen, 
farmers and chemical workers to test the over-all 
effectiveness, in various combinations, of shoe-thread 
stitching and welting. The shoes pictured above are 
typical of those worn during the test. 

The shoe at left contains ordinary thread and welt- 
ing, while the one at right is made with Dewey and 


Almy’s vinyl welting, and stitched with threads of 


Du Pont “Dacron’’* polyester fiber. Results, as shown 
here, conclusively proved the combination of vinyl 
welting and thread of “Dacron” was far superior in 
terms of long wear, ruggedness and resistance to 


acids and chemicals. 


Threads of “Dacron” provide shoes with an extra 
measure of seam durability. That’s why it pays to 
make sure that your line of work shoes is stitched 
with stronger threads of Du Pont “Dacron”. 


FREE BOOKLET answers the question, “How Important 
Is Thread in the Shoes you Sell?” Points out the need for high 
seam strength in shoes. Your salespeople will find this is a 
definite se/ling asset. For your free copies, write: E. I. du Pont 
de Nemours & Co. (Inc.), 5518-N Nemours Bldg., Wilmington 
98, Delaware. 


*“Dacron” is Du Pont’s registered trademark for its polvester fiber 


REG. U. 5s. PAT. OFF 


BETTER THINGS FOR BETTER LIVING... THROUGH CHEMISTRY 


SEWING THREAD OF DU PONT FIBERS gives shoes neater, stronger seams... 


reduces returns...lasts longer. 


..aives added sales advantages 
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ear casuals already know 


about MOC-ABOUTS 


Do you? 


That’s a fact, man. This year, in 
the four leading men’s fashion and 
entertainment magazines — 
Esquire, Argosy, True, Playboy — 
we've shown and sold Moc-Abouts 
every month to 11 million 
casual-shoe-wearing young guys from 
coast to coast. That’s 4 out of every 
6 casual-minded men in the U.S. 
...4 out of every 6 casual-minded 
men in your town! 


But wait . . . next year we've got 
even bigger 'n better national 
promotion plans! Like to get in on 
‘em? Then get in the elevator and get 
on up to Rooms 945-946 at the 
Palmer House in Chi — 

October 26 to 30. 


Moc-Abouts $5.95 - $8.95 


Nashua Footwear Corp. 250 Canal Street, Lawrence, Mass. 








KLORSHEIM 


LAUNCHED 


and Changed the Shoe Trend 
of the Nation! 


ROOM 754 +» PALMER HOUSE 


A warm welcome awaits all guests of the Shoe Fair at the 
home offices of The Florsheim Shoe Company 


corner of Canal, Adams and Clinton Streets 


THE FLORSHEIM SHOE COMPANY «© Chicago 6 °* makers of fine shoes for men and women 


VISION OF INTERNATIONAL SHOE COMPANY 
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fashions 


€C-. 


shoes for women 


You're cordially invited to see the 
Florsheim display at the Shoe Fair, 
Room 752, Palmer House...stop in and 
learn why these shoes are making 


the biggest sales gains in our history. 


ILLINOIS 


THE FLORSHEIM SHOE COMPANY e« cuicaco eé, ¢ MAKER 
A Divi iON i INTE 
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see 


the 
F ASTEST. growing line in the women’s shoe industry 


with 
the 


BIGGEST vise. in the *8% and %9% price range 
DUNN au McCARTHY SHOES 


for women who want fashion and value 


to retail at 


gC *Q*° 


Far West Slightly Higher 


On Display at 


n CONRAD HILTON ciiccs. 


Sunday. October 26th—Thursday, October 30th 
Rooms 714, 716, 717, 
742, 750, 751, 752, 753 and 755 


Be sure 10 


s. 
drop in and see & 


DUNN and McC 
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UTRILON 


Qwe fiece. 


MOULDED FOOTWEAR 


Come in and see the almost limitless range of styles and colors for men, 
women and children—in UTRILON, the first completely moulded 
plastic shoe to be offered in America. 


You will recognize a solid new concept of value and price, sales 
opportunity and turnover. You will see for yourself UTRILON 
leadership in the brand-new plastic footwear field. 


S. F. Reed, Executive Vice President, Jesse Lide, Vice President and 


staff will answer your questions and discuss your requirements. 


Come early, come often, come in to see for yourself the newest thing in 


footwear—and the newest shoes you ever saw. 


> Cree re 


AT THE NATIONAL SHOE FAIR 
BOOTH 28 


UTRILON CORPORATION + 818 CHRYSLER BUILDING 
NEW YORK 17, N.Y. 
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what a line he’s got...and how the girls love it! 


PALMER HOUSE + PRIVATE DINING ROOM 18 


OF BOSTON 
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Does your store need a ‘face-lifting” ? 
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Naturally your regular customers 
know your store and the fine service it 
offers. But what about the casual shop- 
per, the tourist, or the newcomer in 
town? A pleasing new “face” for your 
store could be Just what’s needed to at- 
tract their attention . . . avd their business 

A Pittsburgh Open-Vision Store 
Front can give a real lift to the looks 
of your establishment— whether you're 
building or remodeling It can help you 
display your merc handise to advantage 


by giving people an inviting view of the 


sales Hoor from the street. It’s the open, 
friendly way to say, Come in—sce 
what we have to offer.” 

Pittsburgh Plate Glass ¢ ompany 
makes a variety of products designed 
for use in new or remodeled fronts. To 
learn more about what a Pittsburgh 
Open-Vision Store Front can do to 
build your business, send In the coupon 
below. We'll send you the complete 
story in an informative booklet, “Put 
Your Best Store Front For ward - Phe re 


Is no oblig won 


Pittsburgh Plate Glass Company 
Oye Vee SE | Room 8280, 632 Fort Duquesne Bivd. 
STORE FRONT Pittsburgh 22, Pennsylvania 


FORWARD — ith produntn ter 


Please send me a FREE copy of your store front booklet, 


PITTSSURGH PLATE GL aAge 
“Put Your Best Store Front Forward 


company 
Vis | 2008 
ar ‘i ; Name 
rang 91 


home ee 1 Address 
a Ty b 
4d, Tale ug ' 


PLATE 


— SYMBOL OF SERVICE 


State 


FOR SEVENTY FPeve YEARS 


GLASS COMPANY 


IN CANADA: CANADIAN PITTSBURGH INOUSTRIES LIMITED 





[ ew Reap 


r 


GENUINE 
BARBOUR 





PATENTED 


SOLID LEATHER 





More patterns for ’59 call for the 


added styling of Stormwelt .. . 
the extra value in quality footwear. 


BARBOUR WELTING COMPANY 


BROCKTON 68, MASS. 
EST. 1892 
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Let’s go and see... 


They’re on display at 


The 
NATIONAL 
HOE FAIR 


CHICAGO, ILL. 


PALMER 
HOUSE 


ROOMS 904-905 
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It’s the smart, 
new line for 59 


Aveo 


<t ous S 
of PARENTS, 


MAGATING 














SHOES FOR CHILDREN 


EBY SHOE CORPORATION, EPHRATA, PA. 
New York City Sales Office: 463 Marbridge Bidg. 























STYLE LEADERS 


"EQ 


HAVE HEADED IN 
ONE DIRECTION ... 





COMPO 


a Zl___ CEMENTED PROCESS 
BECK | SHOES FOR MEN |! 





Ae) 7Z 


L 





A oh Me é 
i al 
\ l More and more Men's Shoe Manufacturers 


are taking advantage of the 
Compo system: 


¢ MACHINERY 
¢ ADHESIVES 


¢ SUPPLIES 
and EXPERIENCE 

















COMPO SHOE MACHINERY CORPORATION 


125 Roberts Road . . Waltham, Massachusetts 





THIS MONTH 


Spring Opening, Guild of Better Shoe 
Manufacturers, members’ factory 
showrooms, New York Week of October 20 

Annual Convention, Tanners’ Council of 
America, Edgewater Beach Hotel, 
Chicago .................October 22-24 

Annual Convention, National Shoe Trav- 
elers' Association, Hotel Hamilton, 
Chicago October 23-24 

Annual Meeting, Independent Shoemen, 
Sheraton-Blackstone Hotel, Chicago 

October 25 

National Shoe Fair, National Shoe 
Manufacturers Association and Na- 
tional Shoe Retailers Association, 
Palmer House, Conrad Hilton, Morri- 
son and Congress Hotels, Chicago 

October 26-30 
NOVEMBER 

Spring Shoe Fair, Northwest Shoe Trav- 
elers, Inc., Hotel St. Paul, St. Paul, 
Minn. November 1-4 

Spring Shoe Show, Pacific Northwest 
Shoe Travelers, New Washington and 
Stewart Hotels, Seattle November 2-4 

Michigan Spring Shoe Fair, Michigan 
Shoe Travelers Club, Statler Hotel, 
Lo See ....November 2-4 

Spring Shoe Show, Southeastern Shoe 
Travelers, Henry Grady, Dinkler Plaza, 
Peachtree on Peachtree, and Pied- 
mont Hotels, Atlanta, Ga.. November 2-5 

Spring Shoe Show, Southwestern Shoe 
Travelers’ Association, Adolphus, Baker 
and Southland Hotels, Dallas, Tex. 

November 2-5 

Spring Shoe Show, lowa Shoe Travelers’ 
Association, Hotel Fort Des Moines, 

Des Moines, la. ; ..November 8-10 

Spring Shoe Show, Mid-Continent Shoe 
Travelers Association, Biltmore Hotel, 
Oklahoma City, Okla. November 9-10 

Indiana Spring Shoe Show, Indiana 
Shoe Travelers Association, Claypool 
Hotel, Indianapolis, Ind... November 9-11 

Spring Shoe Show, Ohio Shoe Travelers’ 
Club, Deshler Hilton Hotel, Colum- 
bus, O. Bree November 9-11 

Spring Shoe Show, Boston Shoe Travel- 
ers’ Association, Parker House, Boston 

November 9-12 

Heart of America Shoe Fair, Central 
States Shoe Travelers’ Association, 
Hotels Muehlebach and Phillips, Kan- 
sas City, Mo. ...November 15-18 

Spring Shoe Mart, Pennsylvania Shoe 
Travelers’ Association, Hotel Penn- 
Sheraton, Pittsburgh November 16-19 

Spring Shoe Market Week, West Coast 
Shoe Travelers’ Associates, Los An- 
geles er November 16-19 | ~~ 

Spring Sm Market, Midwest Shoe ; 

Travelers’ Association, Hotel Morri- ss li l 
son, Chicago ...November 22-25 the longest in-stock ine of QU. 

Spring Shoe Show, Mountain States 
Shoe Travelers’ Association, Albany 


Hotel, Denver, Colo. November 23-25 P ? - 
Spring Shoe Show, Middle Atlantic See ’em all at the National Shoe Fair, Chicago, 


Shoe Travelers’ Association, Benjamin OO ct. 26-30.7 
Franklin Hotel, Phila. ... Pat 23-25 Rooms 619-20-21 6: Pannen Sebese, = / 
Popular Price Shoe Show of America, 

New England Shoe and Leather Asso- dress, school and sport 

ciation and National Association of — cements and welts from tots to teens 

Shoe Chain Stores, New Yorker and S In-stock, nationally advertised 

Sheraton-McAlpin Hotels and New : $4.50 - $7.95 (some slightly higher) 

York Trade Show Building fF (S-= 

November 30-December 4 

New York Market Week, Boot and Shoe 

Travelers’ Association of New York, 

New York City. November 30-December 4 


K J 


LACONIAN SHOES CORPORATION, LACONIA. N. H. 
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LIKE 
SURPRISES? 


then 
be sure to 
take a peek. 











SEE the new additions, the styles, the craftsmanship, 


the quality that has made and is keeping 


SEBAGO-MOC 


America’s fastest growing line 


For men, women, children 


ALWAYS IN STYLE — ALWAYS IN STOCK 
OR ...write for full details and catalog: 


SEBAGO-MOC COMPANY 


WESTBROOK, MAINE 


New York Office: 534 Marbridge Building 
Made in Canada by Canada West Shoe Manufacturing Company Winnipeg, Manitoba 
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TEN YEARS AGO, AN IDEA WAS BORN THAT CHANGED THE SHOE BUSINESS! 


The idea was Foot Flairs, and it stemmed from a new concept in shoe merchandising...a popular- 
priced brand operation going far beyond the traditional role of manufacturer—and concerning itself 
with the total process of moving shoes from raw material in the factory to the consumer on the 
retail selling floor. M@ This total marketing function came to be known as SHOEmanship—and it 
built the fastest growing, most successful young brand in the industry. M™ Today, the Foot Flairs 
brand sparks a massive organization that encompasses three humming factories and a vast in-stock 
warehouse—manned by more than 1,000 employees. @ Foot Flairs is now the top resource for 1600 
top stores in America. You are invited to join this roster of blue chip retailers who lead the way in 
volume and profit figures with SHOEmanship. MUTUAL SHOE SALES CO., MAYNARD, MASS. 
THE SUCCESS LINE FOR ‘59! SEE FOOT FLAIRS AT THE NATIONAL SHOE FAIR AND MAJOR REGIONAL SHOW 





our exhibit— 
NATIONAL SHOE FAIR, 
BOOTHS 80-81 
EXHIBITION HALL, 
PALMER HOUSE 


Any shoe 

looks better... 
sells faster... 
displayed with... 


Write for new catalogue. 


SHOE FORM CO. INC. Auburn, New York 
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Une 
See 


the volume-and-profit-making Spring 59 line of 





Pea aaga teen 





today’s 


Mn Jottiole 


The Shoes You Love To Live In 


to retail at 


a ea 5] ] 95 


Far West slightly higher 


On Display at 


the CON RAD HILTON Chicago 


Sunday, October 26th—Thursday, October 30th 


Rooms 714, 716, 717, 742, 750, 751, 752, 753 and 755 


LIFE - LADIES’ HOME JOURNAL - McCALL’S 
GLAMOUR - GOOD HOUSEKEEPING - REDBOOK 
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eCalls works 


for the 
Shoe 
Industry 


Last year at the National Shoe Fair, McCall’s introduced the 
now-famous “ARE YOU THIS MAN?”, training film for 
shoe salesmen. The film was seen by over 5,000 people at the 
time of the Fair and since then has been used by leading 
manufacturers and retailers all over the United States, Canada, 
Europe, South America and South Africa. 








This year, McCall’s contribution to 
better selling methods in the shoe 
industry is the sponsorship of Mr. M. 
Seklemian at the National Shoe Re- 
tailers Association Executive Confer- 
ence on Sunday, October 26th at the 
Palmer House. Mr. Seklemian, who has 
his own advertising agency in New 
York, is also editor of Retail Advertis- 
ing Weekly. He will show advertising 
and display methods that should prove 
profitable to everyone interested in the 
profession of selling shoes. 


For a permanent digest of Mr. Seklemian’s ideas, as prepared 
exclusively for the Conference by McCall’s, write to 

Mr. Robert T. Primm, Fashion Advertising Manager, 
McCall’s Magazine, 230 Park Avenue, New York 17, N. Y. 


MeCalls ; 
(’ ia S the magazine of Togetherness... 


circulation now more than 5,300,000 
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come rain J or come shine 


PROFITS ALL YEAR LONG 


Yes, every day of the year you bank on us for 
products that SELL...and bank the profits too! 


or ee, < Is a aa a gee age: bee ay - 


10: anniversary 


drizzle boots. 


America’s Premium 
Quality Boot 


Want to see the newest and the best in 
women’s and children’s plastic footwear? 
Then visit Room 759A—Conrad Hilton Hotel 
during the Chicago Shoe Fair and 

we ll show you the exciting, all-new 


DRIZZLE BOOTS 


for '59 For complete information on year- 
‘round profits write to PRINCIPLE 


PLASTICS, Gardena, 
California. 

In New York: 45 West 34th 
Street 


In Chicago: AIRO 

Supply Co., 

Inc., 2732 Ashland 

Avenue, or call your nearest ware- 
house or jobber. 


BAI! products NATIONALLY ADVERTISED... all products carry generous advertising allowance! 
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is the bottle 
half full 


or half empty? 





@ WHEN IS A RETAILER INDEPENDENT ? 
@ WHEN IS IT “700 EARLY” OR “T00 LATE” TO PLACE AN ORDER? 
@ WHEN SHOULD ADS BE RUN; SEASONS OPENED AND CLOSED; SALES BE HELD? 





You’re right. These things differ PRODUCT SUPERIORITY, such 
for everyone. There is a right time reasons are not the best reasons. 


for you, and when that time is That’s Heydays program. It’s not 


determined by anyone except HARD sell, Concessions or Gimmicks, 


yourself — it’s wrong. | it’s PRODUCT SUPERIORITY. 


When you seek reasons for selling, NONE fit better, NONE wear longer, 
other than the fundamental one of NONE are more comfortable. 


stocked in Salmon Beige 

Multicolor e Salmon Beige 

with Jersey Brown Hornback e Black 
Ostrich with Black and White Conga. 


HEYDAYS SHOES INC. *« 2032 LOCUST STREET «+ ST. LOUIS 3, MISSOURI 
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Voice of the diene 


“Today, we have a nice one-season 
and 
ending December JOE 
SIRAGUSA, buyer at 
Krupp & Tuffly in Houston, Texas. 

“The 
rather lack of imagination and crea- 
the 


business, beginning January | 
31,” 


shoe 


says 
men’s 
economic but 


reason is not 


tive styling in men’s shoe in- 


dustry. 


“We 


offer something more than just light- 


need to create seasonal shoes. 
weights. It is my belief that if we can 
set aman to come and buy spring and 
summer shoes, the fall selling season 
will take care of itself. As it is, none 
of the manufacturers is offering any- 
thing excitingly new. Consequently 
the consumption of men’s shoes has 
decreased per capita over the last two 
or three years rather than increased. 
“Imagine what would happen if the 
automobile industry came out with 
the There 


would be no incentive to buy. This is 


same styles repeatedly. 
the situation facing the men’s shoe 
feel that 


action, on the part of stylists, fashion 


industry today. | group 
magazines, manufacturers and _retail- 
ers, would help remedy this lethargic 


situation. 


Here's the sequel! Our readers may 
recall that back in December. 1957. 
we “profiled” BOB LEE. owner of the 
Foot Lite Shoe Shop at 200 West 51st 
Street in New York City. We chron- 
icled his interesting and adventurous 


life in China and shoes and his sub- 
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sequent settling in the United States. 
He came by his interest in shoes natu- 
rally for his grandfather and father 
owned the largest shoe chain in China, 
as well as two factories where they 
produced exclusive men’s — shoes. 
These were all confiscated when China 
was invaded. 

Bob Lee managed to bring his son 
over to the United States; but had to 
leave his wife and daughter in Hong 
Kong. 
has been trying desperately to bring 
them to the States. Well, he finally 
Mrs. Lee and daughter 
arrived in the U. 
ber. They landed in Seattle . . . 


For the past eight years, he 


succeeded! 
S. early in Septem- 
were 
taken on a tour of the city by a friend- 
ly Chinese, who they met in a cafe- 
He took 
meet his family. It all added up to a 
first 
... for these new comers. 

the Foot Lite 
as familiar with the 


teria. also them home to 


wonderful impression of our 


country 
Now. Mrs. 


Shop. She is 


Lee is in 


operation as if she had been there for 
vears. It’s easy for her, too, because 
she had a good deal of experience 
working in a retail shoe shop in Hone 


Kone. 


“Retailers have been buying only SO 
to 9O per cent of their sales volume.” 
says ROBERT C. ERB, president of 
the Melville Shoe Corporation. “In 
ventories are very low. As a mei 
chant, we can sympathize with the 
desire of other retailers to reduce in 
reduced con 


ventories in times of 


sumer purchasing. As a manufacture 
supplying our own stores, we do not 
have the option of letting the manu- 
facturer hold the inventory bag. The 
lack of adequate style and size selec 
tion in shoes and in other merchandise 
is certainly one of the deterrents to 
consumer purchasing. If we are to 


turn the corner and keep going uphill 


BOOT annSHOE 


RECORDER 


we must not only fill the distribution 


pipelines but we must show more 
courage in building inventories to the 
point where the consumers will find 
what they want. when and where they 


ies 
want it. 


\lmost time to have proved itself! At 
for who may 

missed the “Fashion Note—For 
Only?” —date line, Florence, Italy 


back on January 23, 1958 


have 


Ven 


any rate, those 


quote: 

“American men will be wearing wom 
en’s-styled shoes this spring. it) was 
predicted here last night by a_ top 
DAVID 


General 


designer. 


the 


American shoe 


EVINS, 


Shoe Corporation, 


associated with 


placed an order 
shoe de 


Antonio 


with 25-year-old Florentine 


signer and manufacturer 
Giusti for ten of the latest designs for 
sizes but 


‘You see 


wearing 7 


with all 


women—-in men’s 


feminine trimmings. 


fancy waistcoat | am Two 
vears ago they would have laughed at 
me. Evins said. ‘Two years from now 
it will seem quite natural for men 


to wear women’s shoes. 


_.. Wanna bet? 


HANNE, head of the Shoe 


Penney 


PAUL. -C. 
Purchasing Division of J. C. 
Company, Inc., says: “In the past ten 
years. retailing has changed through 
out the country. This change in re 
tailing has brought about some set 
vices in which the manufacturers have 
to Cooperate if they are going to be ir 
the retailers. 


harmony. with 


hack on 


their hind haunches and ignore these 


“Manufacturers cannot. sit 


changes in retailing. Gone are the 


WT 





days when their only interest was see- 
ing how many pairs of shoes they sold 
retailer's 


to the retailer. Today, the 


problem in merchandising becomes 
the manufacturer’s problem as_ well. 
He must keep abreast of the times in 
retailing. Both the manufacturer and 
the retailer depend today, more than 
ever, on the sale of a pair of shoes to 
a customer and not how many pairs 
to sell a retailer. 

“Today and tomorrow, manufacturers 
and retailers must be partners in get- 
ting that pair of shoes sold to that 
ultimate customer.” 

o * * 

“Everything appealing to the ‘forgot- 
was featured throughout 
Neiman-Marcus during its “British 
Fortnight,” October 13th through 27th 


such things as London Bridge. 


ten male’ ” 


Purdey Guns, safaris to Africa, Brit- 
Wilkinson 


English pipes and tobaccos, British 


ish sports cars, swords, 
woolens, airplanes, paintings, books 
and periodicals. The “Fortnight” was 
the second for the specialty store. Last 
year, they held a “French Fortnight” 
during the month of October. 
STANLEY MARCUS, president of the 
Dallas and Houston Neiman-Marcus 
stores send: “The ‘Quinzaine Fran- 
caise’ was set to appeal to women, 
However, the ‘British Fortnight’ was 
aimed toward the forgotten male . 
bringing to Texas essentially a 
man's state . . . a really representa- 
tive cross-section of the male fashions, 
pursuits and habits of Great Britain, 
which we regard as fundamentally a 
man’s country.” 

+ > * 
BEN GOLDSTEIN, owner of the Vil- 
lage Shoe Store, suburban shop for 
children and teens, in Houston, Texas, 
says: “You can’t make money on 
strictly high style shoes. We’ve found 
that parents still consider wear and 
fit of prime importance in their chil- 
dren’s footwear. 
“Though the trend today is toward 


shoes like Mom and 


we still recommend a sturdy 


more style 
Dad’s... 
shoe . . . one with leather sole and 
upper. 

“Over the past eleven years. we've 
built our business on this premise and 
found that 90 per cent of our volume 


is done on repeat business.” 
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Profile .... 


by ESTELLE G. ANDERSON 





A. B. COHEN 


EIS president of a shoe company that produces some 28,500 pairs 
of shoes a day. No one makes as many women’s shoes—in one 
price field and under one brand—as does his company. 

He has been recognized as one of the outstanding salesmen in_ the 
country. 

He is one of the best-known men in the industry—-hailed for his knowl- 
edge and capabilities as well as his kindnesses and generosities. His door is 
always open. So is his mind and his heart. 

We feel certain that those of our readers who have been in the shoe 
industry for any length of time knew, with the first sentence, whom we 
were talking about. For those who may have come more recently, we will 
amplify the points made above. 

He is A. B. Cohen, president of the United States Shoe Corporation, 
manufacturers of Red Cross shoes. 
Stern-Auer of Cincinnati. In 1926, he was made vice-president and general 


He started with the parent company, 


manager and when the company merged with the United States Shoe Com- 
pany in 1931, he continued in that capacity. In 1947. he was elected presi- 
dent of the United States Shoe Corporation the position he still holds 
today. 1955, 


Joyce of California became a subsidiary of the United States Shoe Corpora- 


He has been closely associated with Joseph Stern, Sr. In 


lion and, two years later, they took over Selby’s Arch Preserver Shoes. 
Total daily production comes to about 22,000 pairs of RED CROSS shoes 
and the balance in JOYCE and ARCH PRESERVER shoes. 


the company picture. 


So much for 


Several years ago, Prentice-Hall published a book called: “The Sale 
That Did The Most For Me.” 


names that had made selling history 


Included in that book was a roster of forty 
one from each industry: and 
AB: 


Cohen’s fame, accomplishments and exploits in the shoe industry made him 


recounting the turning point in the careers of each one of these men. 


the natural spokesman! He facetiously said that the best sale he ever made 
[CONTINUED ON PAGE 172] 
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e Slip-On Styling 








Subtle styling and craftsmanship are seen in this black calf 
plain toe slip-on with decorative strap. The non-functional enve- 
lope strap partially masks the eight-strip finger gore that is the 


true closure of the shoe. A Blucher line is established by four 


rows of stitching and provides a tailored detail at the quarter. 

The slightly higher heel, well-shaped counter, and close-cropped 
edge are all custom features which add distinction and elezance 
to this attractive style. 


For further information write Boor ANd SHOE ReEcoRDER 











i Fashion Follows The 


The shift has taken place. From low, low— 
fy} or no, no—waistlines to a line high above 
“ the natural waist, from chemise to Empire, 

the change has been quick and decisive. It 

is here in everything from swimsuits, to 
suits and coats, to evening gowns; in little, 


as well as grownup, girls’ new clothes. 


Left: “Josephine” dress, youthful 
interpretation of the Empire line. 
lrom Richard Cole of the neu 
group of Young Fashion Creators 
of {merica. designed by Charles 


Hou ard, 


Softly tied high-rising strap  sug- 
gesting the soft sashes of high Em- 


pire waistlines. From Deb. 


by ELEANOR M. RUTTY 


Right: The high waistline in the 
bloused jacket of this shocking 
pink dress and jacket costume. 
From Richard Cole of the newly 
formed group of Young Fashiox 
Creators of America. designed by 
Charles Howard, 


ernptg aiees __h 


The asymmetric rising line of this 
elegant fabric strap shoe, reminis- 
cent of the lines of a ballet lacing. 
a popular original Empire shoe. 


From Gamins by Geller. 











Empire 


Lime... 


F THE CURRENT STRONG SWING to very high 
waistlines is a revolt from the excessive plain- 
ness, and shapelessness. of the chemise, the 
original Empire silhouette was a revolt from the 
exact opposite, the extremely elaborate styles worn 
by Marie Antoinette and her court. just’ before 
the French Revolution. In the late 1700's and early 
1800°s, the long, soft skirts flowed from a very 











high waistline and the influence of Greek and 


Roman rebes was strong. A re 


Now these same beautiful skirts are seen in Ww 
evening gowns. For daytime, the Empire influence by P 
appears in the high waistlines of dresses. coats 
and jackets. Shortening the over-long “leggy” look 
[ CONTINUED ON PAGE 175] 











fhove: Green English tweed coat 
constructed to give a high-waisted 


look. by Monte-Sano and Pruzan 


Echo ol the soll uncomplicated 
lines of the Empire silhouette, this 


P % P 
Pi \ soft, unadorned pump. A Fianceées 


by Clark. 


\ 
/ Left: High-waisted jacket for white 
f wool flannel costume. the dress top 
Z in black. Designed by Estevez of 
Grenelle-Estevez. Estevez shoes by 
Vademoiselle. 
Girdling the instep for a higher 
shoe silhouette, this 7 strap with 
1 jeweled buckle from | alentines. 





{ll four costumes in the Fall 1958 collections. Photograph 
all courtesy Couture Group of the New York Dress Institute. 











The Derby Front 


Shoe designers have been inspired by this 


long, lean look of current men’s fashions to 


create shoes that follow along the same straight 


and narrow path. Both of these pattern types 
appear in many variations in new spring lines. 
They seem to embody a lighter appearance 
that goes along with current shoe trends. They 
also show to advantage on new lasts with elon- 
gated fronts, either in slim toe models or slim 


squared toe shapings. 


Moving into volume importance after a sea- 
son of style testing at top levels—men’s shoes 
that follow along this new fashion path, and 
most specifically two types of classic patterns 
revitalized in modern versions—the Richelieu 
front, taken from the 17th century boot with 
tab at front lace stay to mark the bal line, and 
repeated on back seam, and the Derby [front 
with its sharply upeurving lines and widely 
spaced lace stavs. derived from original ox- 


ford tvpes. 























Narrow Fashion Path .... 


Men’s spring fashions continue in these directions—straight, uncluttered lines . . . natural 
looking shoulders with just the minimum of shaping . . . narrower sleeves and trousers 
and lapels slimmed to a higher closing than those on last year’s jacket fronts . . . all achieved 
by means of new fabric blends and pattern weaves of subdued textural interest that con- 


tribute to the overall narrowed silhouette. 


® COLOR TREND: More NAVY worsteds, BROWNS and BLUE MIXTURES, Jacket- 
new middle GRAYS and subdued COOL ings patterned but NOT BRIGHT. 


@ PERBY FRONTS are high favorites in new one-eyelet ties as well 
as Continental influenced three and four eyelet oxfords; continuing 
along with classic five eyelet heights. Stitching is the newest em- 
bellishment, and discreet use of fine punching substitutes for heavy 
brogue detailings. 
Derby Fronts are the natural successors to the family of bluchers 
in heavier styles that have ruled for so long. In some models the JS \aiuaa\ Vi 
tongue is laced into the stay—in others the effect of a crimped/% 
vamp is achieved by special cutting or seaming at the throat OE saath 

line. The general effect, however, is always for a ~—<@ 

lighter, slimmer shoe without sacrificing ne: 


comfort as in certain slipon patterns. 


by RUTH KERR FRIES 


@ THE RICHELIEU bal seam models provide just the 
modicum of variety at a period when the classic bal 
oxford is returning to favor. This type pattern has always 
been a favorite when French toe lasts shape the shoe 
trend. New elongated fronts with natural looking round- 
ed toes relate very well to natural lines of current cloth- 
ing. Extremely blunt round toes and high wallings have = $49 @i |@\ i Ail 

been supplanted by slightly blunted squared off fronts. 

and shallower ridged fronts for moccasin patterns. 

The Richelieu looks equally well styled over the elongated 

front lasts or the slightly squared elongated shapes. 

Classic patterns made over new lasts offer refreshing style 

variants with strong spring sales potential. And revivals 

of old classics such as the Derby and the Richelieu 
spark spring collections with the necessary new style 


ingredient. 


DRAWINGS The Richelieu 
by ELLY NORDEN 












Salute to American Design 


Ruth Katz designs... 
® THE FEELING for shoes that tie or buckle high 


over the instep is one strong influence in this creative 
collection. Coupled with this trend is the low throat 
line, sometimes used with a high-riding strap and 
sometimes in a low-cut pump. In both types there is 
an effect of openness, despite the closed toes, which 
derives from openings in vamps, the low throat lines 
and open shanks. Contrasts, in both materials and 
colors, are characteristic of this collection: red kid 
with black patent in the featured shoe; yellow with a 
black button in another; pink and black. Silhouettes 
for the new Empire clothes are given consideration. 





® Large shoe in center: square toe, high-riding, one-eyelet 
tie, a ‘good silhouette for Empire dresses,’ in black patent 
leather with red kid quarter and new curved 14/8 heel. Left, 
top: pump with leaf décor in pink-to-red ombre calfskin, on 
23/8 heel; bottom, d'Orsay pump with scalloped topline in 
gingham pink vamp and black patent quarter and heel. Right, 
top to bottom: another open shank pump with peaked back, 
on 8 8 heel, with side loops caught and held by black gros- 
grain ribbon contrasting with bright red Deldi of the shoe: 
very low T-strap in light yellow calfskin, 23/8 heel; dressy 
ghillie in green calfskin, buckled instead of tied, 18 8 heel. 





Salute to American Design 


Stanley Philipson designs. . 


® IN THIS collection, silhouette and the combining 
of colors and/or materials are the important style 
elements. Detailing is there, of course, in fine per- 
forations and stitching, in dainty buckles, overlays 
and nailhead trimmings. There is nothing stark about 
these shoes but all these details are subordinated to 
the sweep and elegance of the outline and the drama 
of the color and materials combinations. This is a 
high-heeled line and even the tailored shoes are on 
high 23!/, /8 heels. To this designer, straps are impor- 
tant but pumps are even more important, especially 
in after-five styles. Pumps, he considers, have the 
most flattering lines for a woman's foot. 





®@ Large shoe in center: instep strap with print vamp and shanks, 
plain quarter in solid color harmonizing with print. Two straps 
above: tailored instep strap in new lighter navy with white 
underlay; T-strap in yellowed green suede with trim in matching 
smooth leather. Two pumps below: right, two-tone pump in 
bone with light brown vamp overlay and collar; all-over beige 
color with gold nailheads across tip. The four shoes illustrate 
the restrained, elegant styling of this collection. 
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Word at 90 Shoe Fair... 
Twenty-fifth National Shoe Fair to honor seventy-six exhibitors for continu- 
ous participation. Full schedule of fashion, merchandising, advertising and 


sales training sessions set for four day event. Low inventories, early Easter 
indicate record attendance and buying. 


ORE than 20,000 of the fastest-moving Early 

Birds among shoemen will be on the wing 

next week, when all flyways lead to Chicago 
(renamed Shoecago) and the opening of the 25th 
National Shoe Fair on Oct. 26. 

Unprecedented numbers of the nation’s ablest shoe 
retailers, large and small, are expected at this year’s 
Silver Jubilee Fair for two key reasons: inventories 
generally are low and next Easter comes early. 

“This year the Early Bird Gets the Word,” A. B. 
Cohen. president of U.S. Shoe Corp. and chairman of 
the Shoe Fair Committee. put it this week. “And get- 
ting the word early on °59 shoe styles may mean the 
difference between profit and loss next year. 

“The Early Birds will see the styles first and place 
their orders right at the Fair to make sure they get 
Mr. Cohen said. 


aster 


delivery before the early Easter.” 
Noting that 
comes up on March 29th, Mr. Cohen added: 


“This Silver Jubilee Shoe Fair has been built around 


retail inventories are down and 


one main idea-—that the greatest thing we can do for 


the shoe industry is to help every retailer get set early 


A. B. COHEN 


Chairman 


M. A. WATSON 
Exec. V.P., NSMA 


J. L. MORAN 
Pres., NSMA 


M. JARMAN R. A. MILLS 


for a big and prosperous 1959.” 
In line with that objective, the 25th National Shove 
Fair will provide retailers with twice as much counsel 
as in previous years on such vital matters as manage- 
ment for greater profits under present conditions. 

Opening event of the Fair on Sunday, Oct. 26, will 
be a brand-new service to retailers, devised by the 
National Shoe Retailers Association—the NSRA Execu- 
tive Conference: Idea Roundup for 1959 Profits. 

From Sunday through Tuesday the Fair will offer 
all retailers the advantage of attending the special 
Cost-Control Clinic run by experts of Northwestern 
University. 

And on Monday noon the eagerly-awaited forecast 
of 1959 footwear styles will be presented by Shoe 
Women Executives, Inc., the same group that scored 
100 per cent right at the last Fair in predicting this 
vear’s fashion leaders. 

Billed as Shoe Jubilee—U.S.A. in tribute to the 
American footwear. the SWE show 


give retailers the word on styles to order at the Fait 


influence in will 


for delivery before the early Easter season 


\ 


L. J. SCHAEFER 


H. W. LAMBRECHT 4 


4 


R. G. MILSTEIN 


H. H. RAND S. L. SLOSBERG P. 0. MacBRIDE 


Boot and Shoe Recorder 





| 


E. J. McDONALD 
Exec. V.P., NSRA 


L. W. NORDSTROM 
Pres., NSRA 


G. B. HESS 


K. B. PASS L. LIEBSON 


E. J. TRENCH 
Sec., Mg. Dir. NSTA 


0. METZGER 


by evening of Thursday the 30th, it is expected 
that the Silver Jubilee Shoe Fair of 1958 will have set 
new records for attendance, exhibits and sales that 
will top its own marks as the largest room-show in 
the world. 

Sponsored jointly by the National Shoe Manufac 
National Shoe Retailers 


\ssociation, the Fair this year will take up more than 


turers Association and the 


1300 rooms in Chicago’s Loop area—ballrooms, din- 
ing rooms, guest rooms, luxury suites. penthouses and 
exhibition halls. 

four of the Windy 
City’s greatest hotels: the Palmer House, Conrad Hil- 
Latest 


over the 


Activities will center around 
indicate 


More 


luxury suites have been engaged than ever before at 


ton, Morrison and Congress. reports 


record attendance from. all world. 

the Palmer House and Conrad Hilton by shoemen. 
Thay’ll be able to register in the four hotels at 

Here they Il be 


provided with identification badges and official Shoe 


special Shoe Fair registration desks. 
Fair directories listing exhibitors—alphabetically and 
by floor—as well as the program of events held during 
the Fair. 

At the Fair shoemen will see exhibits representing 
more than 95 per cent of U. S. shoe production by 
800-plus manufacturers. one of whom has taken 32.000 


square feet of space. 


[CONTINUED ON PAGE 179] 
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Silver Jubslee Shoe Fair 
Pwo 


SATURDAY—October 25 


12 Noon to 5 P.M. Registration 


SUNDAY—October 264 
Registration of retailers and other shoe 
and allied trade members at the 1958 
National Shoe Fair. Fair official hotels 
~The Palmer House, Conrad Hilton. 
Morrison and Congress. 9 A.M. to 5 P.M. 
All day inspection of the exhibits at 
the hotels. 
12 Noon to 5 P.M. NSRA Executive 
Idea Roundup for 1959 
Profits. Luncheon and meetings cover- 
ing personnel training, merchandising 
and advertising. display. Palmer House. 


MONDAY—October 27 
Registration 9 A.M. to 5 P.M. 
8:15 A.M. NSRA Finance Committee 
Breakfast Meeting, Executive Suite. 
Palmer House. 
12 Noon. SWE Fashion Show. Luncheon. 
Palmer House. 
All day inspection of exhibits at hotels. 
Presentation of Retailer Achievement 
Awards and Star Awards. 
Reservations. 


Conference. 


Salesmen 


Registration 9 A.M. to 5 P.M. 

1:00 P.M. NSMA Financial Committee 
Meeting, Suite 1850W, Palmer House. 
5:00 to 7:00 P.M. NSMA Annual Mem- 
bership Meeting and election of new 
directors in ballroom foyer of Palmer 
House. 

6:30 P.M. Dinner Meeting. NSRA 
Board of Directors. Announcement of 
election of new directors for 1959, elee- 
tion of officers. Dining Room 9, Palmer 
House. 
7:00 P.M. 
Meeting. 
Room. Palmer 


NSMA 


Election of 


Board of Directors 
officers. Crystal 


House. 
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Behind the TMP Study 


ITH TMP, National Shoe Fais 
Issue, Boor AND SHOE RecoRDER makes a sig- 
to the statistical 


It will, we believe, be of consider- 


feature of this 


nificant contribution informa- 
tion of the industry. 
able educational value to thousands of its readers too. 
It is the first phase of a continuing study and analysis 
of Turnover. Markup and Profit in Retail Shoe Stores 
to be made by the RECORDER. 

The study was conducted and is reported by a four- 
man team, each member of which is an expert in’ his 
field. The team was headed by Joseph S. Friedlander. 
who is lecturer in retailing and pro tem head of the 
Division of Retailing at Bernard Baruch School of Busi- 
ness and Public 


Vew York. 


chains and independent: stores in’ the fields of shoes. 


Administration of the City College of 


He is a consultant to department stores. 


fashion and general merchandise. 

Working with him were Herman Hammer, who is the 
assistant to the vice-president of one of the country’s 
largest department store groups. and is a lecturer at 
School, C.C.N.Y. 
Milton Bogen. Certified Public Accountant and Seymour 
Helfant. Manager. Smaller Stores Division, NRMA = and 
lecturer at C.C.N.Y. and Brooklyn College. 


Bernard Baruch Associated too, were 


Data from Survey 

Their study is based substantially on data drawn from 
a survey on Turnover, Markup and Profit which was 
conducted by Boor anp SHoE Recorder in August. The 
survey used a detailed questionnaire which was mailed 
lo a representative list of independent retailers. chain 
shoe stores and department store buyers and to manu- 
facturers of branded shoes. 

Special acknowledgment is made to Controllers’ Con- 
gress. National Retail Merchants New York 


City. for and Fashion 


Association. 
Stable 


This data is 


use of their “Turns for 


Goods” and “Selling Cost” figures. from 
“All Stores Table.” 


“Departmental Merchandising and Operating Results.” 


1956 edition of Controllers’ Congress 


Phis MOR manual is available for purchase by the public. 
The 


\ here used, 


other data employed is credited to its source 

The detailed form in which it was necessary to present 
the questions in our TMP survey undoubtedly limited 
that of the 


The size of the usable sample which resulted. as 


the retailer response, particularly smaller 


stores, 
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has been noted throughout the study, is admittedly small. 
But the data which the survey produced is significant and. 
we believe, gives the first picture of Turnover, Markup 
and Profit in three branches of shoe retailing. 


Shows a Real Need 

The analysis of this data, its comparison with stand- 
ard figures, and the concise but comprehensive discus- 
sion of the interaction of the Turnover, Markup, Mark- 
down and Expense factors in the process of producing 
Profits will contribute greatly to a clearer understanding 
of these factors by shoe retailers. The answers to the 
survey questions given by the rank and file of retailers 
demonstrates a real need for such understanding and for 
hetter education on the fundamentals of TMP. 

The cooperation extended by the chains was excellent. 
and their answers were complete and logical. This re- 
flects the effectiveness of their controls, their meticulous 
accounting practices and the immediate availability of 
operating figures. Other branches of shoe retailing might 
well emulate the chains’ orderly record keeping. 

The response by larger independent retailers was good 
and the data they provided was competent. 

Smaller retailers were well represented numerically in 
the response but their answers to the questionnaire were 
incomplete and the data they contributed was spotty. 
Their 


Profit. for practical methods of computing them and keep- 


need for education on Turnover, Markup and 
ing inventory and expense records is clearly indicated. 

Department store buyers generally were uncooperative. 
probably because store policy restricts information we 
solicited to certain agencies. 

Surprisingly, several of the larger, privately-owned in- 
dependent retail stores refused to divulge their figures. 
This is unfortunate because their facts and figures would 
have contributed greatly to the study. Their reticence is 
difficult to understand since the form of the question- 
naire provided complete anonymity for all who answered. 

In his article on Markup, Markdown and Profit, which 
is part of this study, Joseph Friedlander mentions the 
appalling failure record of shoe retailing for the first six 
months of 58. The record shows an increase in failures 
of 60 per cent for shoe business over the same_ period 
last year. He quotes figures from a recent report by Dun 
and Bradstreet. 

[| CONTINUED ON PAGE 144 
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A BOOT AND SHOE RECORDER STUDY... 


eC 
Positive 


Approach 


HE primary business of retailing is sell- 

ing! 

Turnover, Markup, Profit and everything 
else about the business is geared to, hinged to. or 
the direct result. of Selling! 

And the first law is The Law of Growth. 
accounted a 


Survival is not) enough lo be 


healthy living business. 


A BUSINESS MUST GROW 


The primary aims of the enterprising shoe mer- 


chant should be: 


To get more feet inside the store 
To get better shoes on more feet 


And the positive approach to all the problems 
of Turnover, Markup, Profit, even Costs is the 
artful combination of these factors in and towards 
an optimum of sales! 

This is the start of a study in which, during the 
next several months, we aim to take apart Turn- 
over, Markup, Costs and Profits so that they may 
be examined separately, but with constant  ref- 
erence to their interaction as a whole. 

For this purpose we have set up a working mode! 
which we call our “LIKELY SHOE STORE.” 
With it we will illustrate ideas and formulae with 
a concrete set of figures, thereby making it easie1 
to see the action and interaction of the TMP fac- 
tors. It will tend, as well, to keep the discussion 
down to earth. 

In addition, we will employ a set of survey fig- 
ures which may be compared with “LIKELY *s” 
and with your own store. These figures were 
drawn from a detailed questionnaire on Turn 
over, Markup, Expenses and Profit which BOO’ 
AND SHOE RECORDER. sent. to independent 
stores, chain stores and department store buyers. 
The figures which the first phase of the survey 
produced, while important. interesting and use 
ful for comparison, are not an adequate sample 
to constitute representative standard figures, 
The survey was the first phase of a RECORDER 
Study of Operating Results in Retail Shoe Stores 


which will continue. 





TMP TEAM 


Profit. which 


The 16-page study of Turnover, Markup, 
follows was conducted and reported by, left 


October 15, 1958 


to right. Milton Bogen, CPA, Herman Hammer, Joseph S. 
Friedlander. who headed the team, and Seymour [elfant 
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Objective; MORE PROFIT 


ae 


The picture of TMP in molecular structure is symbolical of the way they are in- 


tertwined in a business. 


They may be analyzed separately, but beware, they do 


not exist separately. It is very hard to work on one without disturbing the others. 


oy FOR TURNOVER 


This term is often used vaguely and 


loosely to indicate general velocity. 
the textbook, Turn- 
has a standard definition: Sales 


Technically, by 
ove! 
average annual value of an asset. 
Merchandise Turns—the figure most 
commonly referred to is defined: Sales 
average inventory. 
In the “LIKELY” store, the figures 
would be: 
Annual Sales $70,000 —- Average Re- 
tail Inventory of $35,000 
There are other Turns and other for- 


2 Turns. 


mulae which we shall discuss in the 
section on Turnover. 

Turns are a symbol of velocity. They 
are not easily changed without effect 
on Markup, Markdowns, Margin and 
Profit. 

“High” turns are not necessarily good. 
The “right” turnover depends on the 
nature of the individual business and 
is built up by careful study of the 
assortment over time. 

The shoe business on the whole, suf- 
fers from 


low turnover. Low turns 
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mean high stocks. But they often lead 
to starvation in the midst of plenty. 
the old 


eoods is not in a position to offer what 


For retailer burdened with 
the customers want most: new goods. 
re 
t ) FOR MARKUP 
Markup or margin is the paymaster. 
It has to provide for all the expenses 
of doing business plus a profit for the 
effort and the risk. 
Markup and Margin frequently ap- 
pear and are commonly talked about 
as percentages. 
This is fine for certain comparisons 
But dollar 
margins are what really pay the bills. 
“LIKELY” gets along on a 36% mar- 
because he does $70,000 busi- 
ness. At that rate he generates enough 


and quick calculation. 


gin 


margin dollars to pay his expenses 
and leave a $2,800 profit. 

What Margin would he need if his 
sales were only $60,000 and expenses 
piled up at the present rate? 

The sales factor is hard to escape, 
isn’t it? 


A wise and successful shoe merchant 


once said: “Show me the rate at which 
it’s doing business and [ll tell you 
the Markup a store needs.” 

Now shoe retailers, along with many 
other kinds of retailers, are concerned 
about the new low cost low markup 
operations. This is no magic formula. 
Bad merchants have failed with this 
approach as they have with any other. 
Contrary to some impressions, price 
is not the dominant buying motive in 
America today. Millions of customers 
daily demonstrate their desire for the 
“right” goods at the “right” time and 
certain qualities of service, and their 


willingness to pay for them. 


J 


2) FOR EXPENSES 
They are the fellows waiting to get 
paid by Margin. 

You can pick your own way to look 
at expenses: 
® Hungry vultures waiting to scoop 
up the margin, or 
® Investments designed to be turned 
over into sales and profits. 

One thing to remember about expenses 
is that they are not, in reality, per- 
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centages. They are DOLLARS going 
out at a CERTAIN RATE. 
Therefore margin dollars have to flow 
through the register at a certain rate 
to cover them. 

The business man who learns to con- 
trol his expenses can get along with 
less markup or make more money out 
of the same markup and sales rate. 
But cutting expenses can easily be- 
come a negative move when it hurts 
the velocity of sales and margin. 
The basic theory of the low markup 
cperator is to cut his dollar expenses 
to the bare minimum for procuring 
and disposing of merchandise. 
Usually he must make these ex- 
penses even lower as percentages by 
He is often 


more tied to his sales velocity then 


piling up sales volume. 


most merchants. 


© 4) FOR PROFIT 


Often called the objective. 


He is the last man waiting to be paid 


by margin. 
But many progressive business men 
put profit first and plan an operation 
to yield the profit objective. 

Here. too, we must distinguish be- 
tween percentages and the real thing. 
“LIKELY” nets 40% on $70,000 yield- 
ine $2.800 before taxes. 

What if he stepped up his velocity to 
make only 3.5% on $80,000? The 
vield would still be $2,800. 

Would he be 


businesses have answered this by tak- 


ahead? Many great 
ing the lesser profit rate and settling 
for growth, 

The worst approach to profit is to 
leave it as a surprise for the end of 
the year, after taking inventory. 
Progressive merchants not only plan 
their profits but have a pretty good 
idea of how they are running through- 
out the year. 
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by JOSEPH S. FRIEDLANDER 
Lecturer, Bernard Baruch School, C.C.N.Y. 


TURNOVER-MARKUP-EXPENSES 


What They Are. . . 
And How They Work Together 





THE LIKELY SHOE STORE 


The LIKELY store is a purely imaginary family shoe store. 
It takes on no airs or pretensions as a statistically typical 
or common store. But its figures are close enough to an 
awful lot of stores so that it has some quality of realism. 


THE LIKELY SHOE STORE 
Excerpts from Operating Statement 


Net Sales ............ 

Cost of Goods Sold 
Merchandise Margin 
Expenses 


Net Operating 
Profit 


Cumulative Markup Analysis of Margin 
Net of Freight and Discount 


$70,000 
44,800 
$25,200 
22,400 


$ 2,800 


100% 
64% of Sales 
36% of Sales 
32% of Sales 


4% of Sales 


40% of Retail 


Retail Reductions (Chiefly Markdowns and Shortage) at Cost 4% 


Margin 


Expense Detail 
Owner Payroll 
Other Payroll 
Occupancy 
Advertising 
Other Expenses 


Total Expenses 


Owner Compensation 
Salary 
NOP 


Total Before Taxes 


Balance Sheet Excerpts 
Average Merchandise Investment at retail 
Merchandise Investment at cost (60% of retail} 
Net Worth .............. 
Turns of Retail Inventory 
Turns of Cost Inventory 


Turns of Net Worth . 


36% 


$ 7,000 10% Sales 
5,600 8% Sales 
4,550 6.5% Sales 
1,750 2.5% Sales 
3,500 5% 
$22,400 32% 


Sales 
Sales 


$ 7,000 
2,800 
$ 9,800 


$35,000 
21,000 
28,000 

2 times a year 

3'4 times a year 

2'2 times a year 


How the LIKELY Store Builds Up Its Annual Volume 


1. Taking rubbers, with slippers, children's, men's and women's dress 
and casuals, the average pair rings up a net sale of $6.00. 


2. LIKELY Sells at the rate of: 


222 Average Pair a Week, 972 a Month, 11,677 a Year 








(TABLE |) 





Velocity Index 





Are shoes a fashion industry ? 


would be “‘yes.” 


HOW TURNOVER 


Ty IS CALCULATED 


PLRNOVER is a term used to denote 


the efliciency with which an asset is 


being used. 

The most common turnover figure in 

retailing is that of merchandise turns 
and the term is strictly governed by 

formula, 

> The standard method for calculating 

the 


Controller's Congress of the National 


merchandise turns, as used by 


Off the cuff, the quick answer 


But fashion implies change, and quick change. 
How, then, can shoe retailers keep pace with quickly changing 
fashions if they must work with a 5 or 6 months’ supply of goods? 


Retail Merchants Association, is to 


lake the average of monthly inven- 
tories at retail and divide the result 


into the net sales for the period. 


The average is obtained by taking the 


opening inventory of the year, adding 


to it each of the 12 monthly closing 


inventories and dividing the sum by 
13. If we were doing this for “LIKE 


LLY.” its inventory picture might be 


like that shown in Table IT. 


Sum of 13 Inventories 462 000 





INVENTORY PICTURE 


TIME 
Beginning of the year 
End of Ist month 
End of 2nd month 
End of 3rd month 
End of 4th month 
End of 5th month 
End of 6th month 
End of 7th month 
End of 8th month 
End of 9th month 
End of 10th month 
End of I Ith month 
End of 12th month 





(TABLE 1!) 


OF THE LIKELY STORE 


INVENTORY AT RETAIL 
$ 34,000 
33,000 
34,000 
38,000 
37,000 
37,000 
35,000 
34,000 
34,000 
35,000 
36,000 
39,000 
36,000 
$462,000 





$462,000 — 13 = $35,539 
AVERAGE INVENTORY 
SALES 


divided by Average Inventory equals 
TURNOVER 


$70,000—35,539==1.97 Turns 

In order to do this “LIKELY” would 
have to keep a “perpetual inventory” 
record on its books so that stock on 
hand would be known at the end of 
each month. 

& Most small businesses find this bun 
densome and unwarranted bookkeep- 
ing. Whether they are right is another 
They do 
their stocks until an inventory is taken 
at the end of the 
© if “LIKELY” 


that way, it would have to get an 


matter. not know the size of 
year. 


were to keep books 


average inventory from the two avail- 
able counts: 

© The end of last vear (beginning oi 
this year). 

© The end of this year. 

In that case it would use the first and 
last inventories of the thirteen above. 
and its average would be reckoned as 
follows: 


$34,000 
36,000 


Opening Inventory Retail 
Closing Inventory Retail 
$70,000 


Sum of 2 Inventories 


$70,000 — 2 = $35,000 
AVERAGE INVENTORY 


Recorder 
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TURNOVER: 


Measuring § tick of Lfficrent Use of an Asset 


Since sales for the year are $70,000. 

it would proceed: 

SALES 

divided by Average Inventory equals 
TURNOVER 


$70,000 —$35,000—=2 Turns 
» Notice that the Average Inventory 
under the thirteen month method is 
slightly the 
Turnover slightly lower, 1.97 against 
2.00. 
This is generally true because the 


higher, and_ therefore 


opening and closing inventories are 
usually the lowest of the year. The 
difference becomes larger with stores 
which peak their stocks greatly at cer 
tain times of the year. 

> A third method commonly used is 
to divide the Cost of Goods Sold by 
the average Cost Inventory. In the 
“LIKELY” store the figures might go 
as follows: 


$20,500 
21,500 


Opening Inventory Cost 
Closing Inventory Cost 


$42,000 


Sum of 2 Inventories 
$42,000 — 2 = $21,000 
Average Cost Inventory 
COST OF GOODS SOLD 
divided by Average Cost Inventory equals 
TURNOVER 
$44 800—$21,000—2.13 Turns 
This the 
plement of the Markup, 100‘ 
the 
using the Cost of Goods 
647. the 


Inventories would average to $22.400 


results from using com- 
10%. 
to “cost” Inventory. If it’ were 
costed by 
Sold 


percentage resulting 


and the Turnover calculation would 
read: 
$44, 800—$22,400—2 Turns 

> A fourth kind of merchandise Turn- 
over is often confused with the othe: 
three. but is a quite different thing: 
It is called Capital Turn and is used 
to measure the sales produced by the 
at Cost. 


Inventory Investment 


SALES 

divided by Inventory at Cost equals 

Capita! Turns 
1/3 Cap. 


Turns 


$70,000 — $21,000 = 3 
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COMPOSITE TURNOVER 
As Reported In The RECORDER TMP Survey 


NUMBER 
OF TURNS 


0.8 


1.0 
1.1 
1.2 
1.3 
1.4 


1S 
1.6 
17 
1.8 
1.9 


2.0 
2.2 
23 
2.4 


2.5 
2.9 


3.0 
3.1 

3.3 
3.4 


3.5 
4.0 
5.0 
6.3 





THE 
MIDDLE 
HALF 
1.6-2.9 














The figure can be gotten another way. 


TURNOVER 
divided by Markup Complement equals 
Capital Turns 


2—.60=3 | 3 Cap. Turns 
© Later shall 


about and 


talk 
thei 


in this study we 
stock 


relationship to Turnover. 


sales ratios 
For the present it) remains to trans 
late these Turnover figures into mean- 
inefull statements. 

One 
pression of sales generated by inven- 


A turn of 2 means that. on the 


meaning of Turnover is an ex- 


tory. 


(TABLE 111) 


PERCENTAGE 

OF STORES 

REPORTING 
Under 1.0 


| Percent 





1.0 to 1.4 
16 Percent 











——+ 


1.5to 1.9 
25 Percent 


2.0 to 2.4 
19 Percent 


2.5 to 2.9 
13 Percent 

















3.0 to 3.4 
18 Percent 


ver 3.4 
8 Percent | 


averave, $1.00 tied up in stock i- pre 














ducing $2.00 in sales for the year 
the 


has tied up in 


But dollars which the merchant 


really inventory are 
better expressed by the cost of that 
So when we say that 


inventory. capi 


tal turns are 314. we are saying that 
each dollar tied up in cost of inven 
$3.33 worth of sales for 


tory vields 


the year. 

>» A very important meaning of Turn 
over is its indication of the length of 
supply we are carrying in our stocks 


CONTINUED ON PAGE 178 





\RKUP, MARKDOWN 
As the RETAILER Sees Them... 


Do the Independents try to live on Markup while the Chains live on Volume? Is the 


mix they sell really so different? Is the owner-supervised store able to do a better job of 


selling Markup goods? 


Whatever the answers, this RECORDER TMP Survey 


shows Independents’ Markups to be consistently higher than those earned by Chains. 


THE RETAIL MARKUP RECORD 


There was a remarkable uniformity 
in the way independent store Markups 
exceeded chain — store 


Markups _ in 


every category as will see in 
Pable VI. 
> Regardless of all “know” 


or think we know, there is cause for 


you 
what we 


pondering about these differences and 
while pondering them, there are two 
points to bear in mind. 

© On the 


store 


whole it is assumed that 


chain volume should produce 
some edge in the buying market. 

* Our figures on independents have a 
built-in se lectivity due to the fact that 
most of our usable replies came from 
larger stores. Only 1/6 of the report- 
ine stores were in the $80,000 or less 
bracket. 

> There was the expected variation 
due to stability or Markdown poten- 
tial: 

© Women’s Dress had the highest 
Markup. 

and Work 


Rubber Shoes 


had the lowest. 


© Canvas, 


> These variations were greater in the 
chains. 

© Note the the 
Markups, from 3614% on Rubber 
Footwear to 38 and 381% in Canvas 
and Work Shoes, through 40% in 
Men's, Children’s 
2° in Casuals and up to 44% in 
Women’s Dress. 


® The independents did go down to 


step up of median 


and Slippers, to 


EDITOR’S NOTE: 

We publish full tables of replies to our 
questionnaire on Markup because the 
patterns ran so strongly uniform, even 
when we felt samples were inadequate to 
constitute representative standard figures. 
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39.7 in Canvas Footwear. But Rubbers 
and Slippers were operated at 411%, 
Men’s and Children’s at 4214, Wo- 
men’s Casual at 43 and Women’s 
Dress at 441/. 

> The higher Markups of independent: 
did not result from their greater use 
of Markdowns. The opposite is true. 
Composite figures for Markdowns 
show: 

® Chains at 6.4% 
« 


sales 


Independents at 5.0% sales 


Furthermore, over 40% of the re- 
porting chains used Markdowns oj 
10% 
independents showed Markdowns ot 


to sales or more. Hardly any 


that size. As a matter of fact, 40% of 
the independents worked with Mark- 
downs of 4% and less. 
\ great deal of careless generalization 
can be made about Markups and 
\arkdowns. We shall, at this time be 
offer the 
[CONTINUED ON PAGE 184] 


content to following as 
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\ND MARG 
As the MANUFACTURER Sees Them. 


How the Manufacturer looks at TMP is vital. If he understands these matters, is real- 
istic about them and willing to work out the distributive problem with his retailers. 
he can sell more shoes. The disinterested manufacturer who keeps his head buried 


in production is, to say the least, falling behind in the passing parade of progress. 


MANUFACTURERS OPINIONS Analysis of manufacturers estimates tween original pricing and the time 


7 ti — bi in three categories was possible; that goods pass through the cash 
1e composite of manufacturers esti- nga: . es : Meg 
. , ae Women’s, Children’s and Men’s. Table register. It is, in effect Retail Reduc 
mates in the RecorpER TMP Survey é 
ae “VII shows the suggested Markups by tions at cost. 
indicated that over-all, the shoe : 


retailer should work with a 43% 
Markup. There was a heavy con- 


lines along with one other figure: the >» The recommendations for main 
distribution of differences between tained Markup seems to hover between 
Initial and Maintained Markups. This 38 and 40% for all three types. (See 
factor gives some idea of the kind of Table VIII, P. 184.) 


shrinkage (chiefly markdowns) which © 55% of Women’s figures con 


centration ready to settle for 42% 
This contrasts with the 4014% mid- 
point of retailers returns. Maintained 


manufacturers believe must occur be- [CONTINUED ON PAGE 184 
Markup centered around 40% with 


heavy concentrations at 39 and 38% 
brackets. Table VII shows the way 
replies lined up. 

> Apparently there is more con- 
centrated opinion about Maintained 
Markup than about Initial Markup. 

© 2/3 of the respondents felt that 
Maintained Markups should be _ be- 
tween 38 and 40% 

© While 43% of the manufacturers 
were willing to settle for 42 and 43% 
as proper starting or Initial Markups: 
there was a strongly scattered distri- 
bution all the way from 40 to 45%. 
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EXPENSES 


\pparently expenses take a 33° cent 
hite out of the sales dollar in many 
And as you 
Table IX, the bite is a little bigger 


in the average chain than it is in the 


shoe stores, will see in 


independent stores. 
For many reasons it is possible for 


the small store to operate at a 


relatively low expense rate. Note that 


25'. of the independents reported 


90¢ 


expenses of less than 28% of sales. 

> This figure will always be questioned 
until enough operators report on a 
uniform accounting procedure where- 
inward 


in owners’ withdrawals. 


freight. cash discounts. ete.. are 


handled the same way. 
We did not get enough reports from 
women’s fashion and novelty shoes to 
make a But 


it was interesting to note that not one 


valid separate analysis. 


reported expenses of less than 30° to 


sales. The independents previously 


mentioned who did better than 28‘. 


were all Family Shoe Stores. 

Another thing to remember is _ that 
a very large proportion of the stores 
giving us good, usable figures were 
in the over $100,000 sales bracket, and 
expenses tend to run higher in the 
larger stores. 

Shoe stores charactcristically look for 
high traffic locations and thereby incur 
high rentals, 

Rents, as previously pointed out. are 
a major, generally accepted item of 
Fixed Expense. Which means. in turn, 
that increasingly 


rent becomes an 


cheaper investment as Sales and 

Margins pile up. 

> Replies to the TMP 

questionnaires indicated for all stores: 
Median Rent 6% Sales 
Middle Range 1-7.8% Sales 


® One quarter of the stores had lower 
than 4% 


RECORDER 


rent costs. 





EXPENSES—PER 


rte 





CENT TO SALES 
CORDER TMP Survey 


MIDDLE + 
30 
32 
28 


MIDDLE FIGURE 4ALF 
5 
2.8 es 


) 


3 
35 
3 





® One quarter ran 840 or better. 
© Chain 


reported 


stores, in every category, 


substantially higher rent 


ratios than did the independents. 

® The median rental for independent 
family shoe stores was 4‘. 
© More third of the 


stores reported rentals of 3‘ or lower. 


than a family 
® Less than a fifth reported higher 
6%—or fifths worked at 


and less. 


than four 
6% 
© Only a few scattered reports from 
showed ratios of less 


chain stores 


than 6%. 
® About half the 
rental of 8% and higher. 
® Reports 


stores were not adequate- but prac- 


chains showee 


from women’s — fashion 


tically all operated at 6°% and higher. 


> HOW HIGH ARE THESE RENTAL 


COSTS? 


FOR RENT 


Perhaps some _ indication 
may be found in tables furnished by 
darker, 


On 


Anderson and Butterworth*. 


page 615 of their book is an 


*Clare Wright Barker, Ira Dennis An- 
derson and J. Donald Butterworth 
“Prniciples of Retailing,’ McGraw-Hill 
Book Co., New York. 
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The “Big 2”: Rents + Sales Costs 





The two big expenses in shoe retailing are rentals and selling costs. If 
5 tw) we) 


the shoe merchant feels the need for high priced locations and high priced 


salesmen he must justify them by ever-increasing productivity ratios. 


analysis of percentage base rentals 
made by different retail stores. It had 
the 
“National Real Estate and Building 


been previously reported in 
Journal.” These base rentals are shown 
in Table X. 

some that 


Women’s Shoe Stores seek the choice 


There is evidence here 
locations and take large rental risks 
and burdens. 

On page 607 of the same text is a 
table of Rent or Occupancy figures as 
by 


Table XI uses these figures to compare 


reported several retail trades. 
seven lines of retail business. 

Even the typical independent family 
shoe store (which seems to enjoy the 
lowest ratios among shoe stores) fails 
to qualify as a low rent retailer by 
comparison with some of the others 
we have examined. 

> The owner of our “LIKELY” store 
with a 6.5% occupancy charge might 
be justified in complaining that he is 
“working for the landlord.” 

> But the POSITIVE APPROACH 
demands that we remember this at all 
times: 

° “LIKELY”s 
6.5°¢ of sales partly because its sales 
are only $70,000. 

© If it worked its sales up to $80,000 


be 5.6% 


occupancy cost is 


its occupancy cost would 
($4500 —- $80,000). 

At $90,000 it would have a 5% cost. 
and if it were to become a $100,000 
business, it would enjoy a 414% cost. 
> Who’s stopping “LIKELY”s owner? 
If he 
plenty of room for expansion. 

© What if “LIKELY” raised its ad- 
vertising by 1% of sales to achieve 
this $100,000 goal. On the basis of 
“LIKELY” be 


is typical his facilities have 


rent alone, would 
ahead? 
© What if it worked with 35° margin 


of 36% in 


that objective? An interesting specula- 


instead order to reach 
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PERCENTAGE RENTALS TO SALES BY TYPE OF STORE 


KIND OF STORE 
Chain Grocery 


Department Stores 
Variety Stores 

Chain Drug Stores 
Men's Clothing Stores 
Furniture Stores 
Hardware Stores 
Bakeries (retail) 
Independent Drug Stores 
Radio and TV Dealers 
Sporting Goods Stores 
Women's Shoe Stores 
Jewelry Stores 





tion: would “LIKELY” still be ahead 
if it made both moves together and 
reached a $100,000 volume? 

> Certain it is that the greatest payoff 
for increased sales comes from what 
they do to fixed costs like rent. 

® Another perspective for the retailer 
to ponder is whether he should con- 


back 


or as an investment in the wisdom of 


sider rent as a burden on his 


his location choice. 


'S) @ror SALES COSTS 


> Still another big element of expense 


(TABLE X) 


PERCENTAGE LEASE 
RENT AS % SALES 
| 
(ae 


2 
>) 





in shoe retailing is that of selling cost. 
An excellent comparison may be made 
by studying some selected figures from 
The MOR, shown in Table NII 
169). 


There is a pretty wide variety of lines 


(see 
page 
listed here, and very few come close 
to the shoe figures. Only millinery is 


in the same class. 


>» Obviously. 


pensation runs that high, it poses a 


if shoe salesmen’s com 


question of productivity. Selling cost 
as pointed out, is not generally a fixed 
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PERCENTAGE RENTALS TO SALES: 
Seven Selected Retail Businesses 


KIND OF STORE 


Small Furniture Stores 

Appliance, Radio and TV dealers 
Meat Markets 

Drug Stores 

Jewelry Stores (primarily cash) 
Jewelry Stores (primarily credit) 
Sporting Goods Stores 





RENT AS ° 


3.77 
2.90 
2.20 
2.40 
3.90 
5.37 


5 IC 
2.1U 








Toward the end result 





MARKUP: MARGIN: PROFIT 


FOR MARKUP 


> There are different kinds of Mark- 
up:* Initial Markup is the net differ- 
ence between the invoice cost of goods 
and the original retail or selling price 
placed on the goods. 

For 


that transportation costs to the store 


our definition we shall assume 


are added to Invoice Cost—-and Cash 
Discounts subtracted. 

With the individual item this is easily 
illustrated. Using the “average pair” 


in our “LIKELY” store, 


$3.85 


.077 


Invoice Cost 

Less 2% Discount 
$3.777 

Plus 6.3¢ Freight 063 


Net Cost $3.840 


Like “LIKELY” 
its shoes with special endings like 45¢ 
or 95¢ ($6.45 or $6.95 for example). 
But our “average” shoe comes out to 
$6.40 Original Retail. 


most stores, prices 


* For those who are interested, there 
is a full treatment of all the terms we 
talk about in these articles in “Tech- 
niques of Retail Merchandising,” by 
John W.. Wingate and Elmer O. Schaller. 
published by Prentice-Hall, Inc. 
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So we may state: 
Original marked selling price $6.40 
Invoice cost, Net of Freight 
Disct. 
MARKUP $2.56 
This DOLLAR MARKUP 


our average shoe. 


is the on 
> It is often expressed as one of two 


percentages. The most common in 
retailing today is to express it as a 
percentage of the retail price. 

Thus $2.56 is a 40% Markup based 


on the retail price of $6.40. 


$2.56 $6.40 40 or 40% 

> Another less commonly used base is 
that of cost. 

Thus $2.56 would be expressed as a 
6674°% Markup based on the cost of 
$3.84. 


$2.56 3.84 .667 or 6624 


Usually, when Markup is discussed 


today, it is Markup on retail. But if 
the figures seem the least bit queer. it 
is well to ask which hase is heing used. 
> Markup is. in a the 


master. 


sense, pay- 
® It has to provide for all costs ex- 
cept merchandise cost. and it must 
prov ide the profit. 


© Jt must provide, also, for its own 
shrinkage. Initial Mark- 
up as we have used it is not for real. 


Remember: 


© It is a hope, a wish, a plan, a de- 
vice, an entry on the books. 

> But Markup does not become real, 
it pays no bills, ’til it has gone through 
the cash register. 

© By that time it is no longer the 
figure we have talked about. It has 
shrunk due to the normal attrition of 
time and is called Maintained Mark- 
up or Merchandise Margin. 

® Jn stores which keep elaborate rec- 
ords, there are several accounts to 
record these shrinkages from original 
retail, chief of which are the Mark- 
down and Shortage Accounts. Again. 
for the sake of simplicity we refer 
only to Markdowns. which is by far 
the biggest of the shrinkage accounts 
and which is representative of the 
bookkeeping effect of all of them. 

> In the “LIKELY” store, for exam- 
ple. we know that overall our shoes 
end up selling for approximately 6% 
less than the original retails we put on 
them. 

In other that 
average shoe is retailed at $6.40 and 
ends up selling for $6.00. This 404 


shrinkage. you will find if vou take 


words we know our 
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Properly Mixed They Assure Continued Growth 


Profit is something more than money left to spend or save at will. In a dynamic 
business, profit is an important measure of the efficiency with which investments 
have been used and of the skill with which the operating factors have been inter- 
acted; and it is in turn a part of the inter action—the well-spring for future growth. 


the trouble to calculate, is 6144‘c off 
the original retail. But there are two 
other percentages useful in planning 
and controlling the business. 
© The 40¢ Markdown divided by 
$6.00 equals 0.667 which is expressed 
as 674% of net sales. 
> This expresses the percentage of 
Markdown at retail. 
© To get the profitability effect of this 
Markdown on the original Markup, 
we must first cost the percentage at 
retail. This is done by using the “‘cost- 

60 
ing complement” of or 60%. 
100 
© The costing complement is obtained 
by subtracting the Markup % from 
100%. 
® Since our Markup is 40‘ :--the 
complement is 100° less 40% or 
60%. 

60 
© If you multiply 674 by 
L100 

will get 4%. 
® This 
Markdown at cost. 
© This 4% is the 
shrinkage of the original Markup of 
40%. 
> The 36% (40% -4% ) 


will notice is the “Merchandise Mar- 


expresses the percentage of 


actual financial 


result, you 
gin” figure in our model store. 
Many accountants call this ‘“Main- 
tained Markup.” But again. for the 
sake of simplicity, it will be perfectly 
all right to refer to it as Merchandise 
Margin. 

It is this figure, in dollars. which has 
to pay the expense bills and make a 
profit. 

> So long as we know what we are 


dealing with. a lot of use can be made 
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Pri- 


marily, it is used as a guide or bench- 


of the original markon figure. 


mark in: 
e Deciding 


something where the selling price is 


what we can pay for 
already determined, one way or an- 
other. 

® Deciding what retail to put on a 
piece or merchandise already bought. 
> But the trouble is that Markup per- 
centage figures are kicked around con- 
versationally like so many footballs. 

>» Theoretically, each store is an indi- 
vidual structure and requires its own 
Markup rate to do business and make 
a profit. 

> “LIKELY” lives on 
° The 40% 
36%. 

® On that basis we generate $70,000 
$25.200 


10% because: 


shrinks no lower than 


which yields margin 
at 36%. 
Our expenses. 


draw.” pile up at the rate of $22.400 


sales 


‘ 


including “owner’s 


a year. 


Therefore the $25,200 Margin covers 
it and leaves $2,800 for profits before 


other income and federal taxes. 


FAILURE HIGH 
AMONG SHOE RETAILERS 


For the first 8 months of this year, 
Dun and Bradstreet reports 128 [ail- 
ures among shoe stores as against 30 
in the same & month period last year. 
Total retail- 


This is a 60%c increase. 


ing failures were 966 against 942 last 


( 


year—an increase of less than 3%. 
In no other important line was there 
an even remotely comparable figur: 
to the heavy increase in shoe store 
failures. 

How are we to interpret this? The 
pundits may sit long hours and ex- 
plore the answers. We know this: the 
shoe retailers as a trade are not about 
to crumble like the walls of Jericho. 


But it is sad that in a business as 


difficult as shoe retailing we have so 


[CONTINUED ON PAGE 176, 


PROFIT PERCENTAGES OF SEVEN RETAIL BUSINESSES 





LUMBER 
1.94 


GROCERY 
1.07 


SHOES 
1.86 





DEPT. 
STORES SPECIALTY 
2.19 


WOMEN'S FURNITURE MEN'S & 

STORES BOYS' 

STORES 2.66 CLOTHING 
2.88 


2.21 


TABLE X00 
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BREAK-EVEN POINTS... 
And Planned Profits 





O Orc 
PROFIT PLANNING 


For the purpose of beginning profit 
planning we will find it helpful to 
accept in common a fairly uncompli- 
cated definition of a break-even point. 
It is the exact sales volume needed at 
any stated percentage of gross margin 
lo pay for all the overhead expenses 
of a business before any net profit 
begins to show. 

> There are many constantly changing 
elements in break-even planning. Since 
all variable factors and some of the 
fixed factors are subject to constant 
change, both controllable and uncon- 
trollable, it follows that there can be 
no such thing as one break-even point 
Rather, we 


learn to expect, and look for, a series 


for any business. must 
of break-even points, or modifications 
of the original one, depending upon 
the larger extent of change of the 
variable factors and the lesser extent 
of change of many of the so-called 
fixed 


since 


factors. 


the fixed and 


break-even 


many of va- 


riable factors of points 


are subject to controllable, or planned 
that break-even 


points themselves can be subjected 


changes, it follows 
to controlled, or planned changes. 
Since net profits begin to appear be- 
yond break-even points, it then fol- 
lows that break-even planning makes 
it possible to plan net profits. 

>In the planning of break-even points 
it is generally accepted that gross 
margin constitutes a proper beginning 
point. The very largest majority of 
smaller retailers blindly accept as fact 
that gross margin is something that 
comes into being after an inventory 
is taken at year end. Without prope 
planning of gross margin there can 
be no constructive approach to break- 
even planning. Little or no recogni- 
tion of this fact exists among smaller 
retailers. 

>The most important component of 
gross margin is maintained markup. 
consisting of initial markon, less short- 
ages and markdowns. Each of these 
lends itself to planning toward the de- 
velopment of planned gross margin, 
the prerequisite of break-even plan- 


hinge. 





MARGIN 
$36,000 


$25,200 
$21,240 
$15,000 = 


MARGIN | 


MARGIN BASED _ 
BEP CHART 


MARGIN AND EXPENSES 


PROFIT $10,430 
PROFIT $2800 








~ $70,000 
SALES 


$59,000 
SALES 


$100,000 
SALES 





Out of recognition of the limited fa- 
cilities of the small retailer we rec- 
ommend merely tests of initial mark- 
on. During each month the store 
owner need take most, not necessarily 
all, of his merchandise purchase bills 
and record on each one the full re- 
tail value of that bill. The difference 
between the total cost and the total 
retail of all the bills is then divided 
by the total retail of the bills handled 
in order to obtain the markon. 

> To illustrate: 


Full Retail Value 

of Bills in October 
Full Cost 

of Those Bills 


$1,000.00 
600.00 


Difference 


$400.00 divided by $1,000.00 


equals 40°/, initial markon. 


If the resultant markon does not con- 
form to what is believed to be actual 
actual minimum de 
sired markon, then the for 
that period becomes the subject of 
inquiry. In this way there is estab 


experience, or 
markon 


lished an important type of manage 
You 


the retail values of each and every 


ment control. need not record 
bill in each month, but a thorough 
number is required for a good test. 
The costs added together and the re- 
tail values added together for those 
bills that are used in your tests over 
a period of months will give a store 
the basis for its cumulative markon 
percentage. 


Stock shortage must be estimated as 
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All too few retail shoe merchants know their break-even point. Then, know- 


ing it, all too few fully utilize the whole potential of this valuable tool for 


planning more net profit dollars, the visible symbol of health and growth. 


a percentage factor since we do not 


advocate exact computed inventory 
data from month to month for the 
smaller shoe store. However. no esti- 
mate at all of stock shortage is pos 
sible during the year without keeping 


We 


never found any retailer, regardless ot 


a record of mark-downs. have 
his annual volume, who found it difh- 
cult to do this once he approached 
it with an open mind and discovered 
there was no mystery to it. 

Markdowns constitute one of the most 
important variables in retailing and. 
as such, deserve a respectable amount 
of attention. If this 
started on a store-wide basis. without 


work is first 
any concern for the separate depart- 
ments, the small store owner will avoid 
of the that 
with complicating any new procedure. 


EVALUATING MARKDOWNS 


>On this level, and in the simplest 


much frustration comes 


form. we merely are to record on the 
sales check the dollars of reduction 
from the original price for every off- 
price sale. The total of such reduc- 
tions added together will be the rec- 
ord of a store’s markdown experience 
at point of sale only. For proper valu- 
markdowns on 


ation of one’s stock. 


remaining inventory should also be 
recorded but we by-pass this for now. 
Such a record, kept month by month 
and quarter by quarter, begins to 
form one of the most valuable man- 
agement tools available to the store 


With the 


and with the test markon records, pre- 


owner. markdown records 
viously mentioned, one is able to esti- 
mate a maintained markup percentage. 
> For example, an initial markup of 40 
per cent from our test, together with 
knowledge of 62/3 per cent of sales 
for markdowns and shortages. will re- 
sult in 36 per cent maintained markup 
percentage. After one physical inven- 
tory period, the difference between 
estimated and actual maintained mark- 
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SALES AND COSTS 


$100,000 
SALES 


$70,000 
SALES 


$60,000 
SALES 


SALES BASED 
BEP CHART 


$10,430 Profit 





59% 710% 100% 
CAPACITY CAPACITY CAPACITY 





up percentage becomes an estimated 
favorable or unfavorable variation in 
the provision for the shortage per- 
centage. 

The procedures briefly outlined are 
the 


initial markon, control of markdown. 


offered as basis for control of 
control of shortages. The total result 
is the control of maintained markup 
based on the planned interaction of 
all these the 


trollable variability occurs. For ex 


factors wherever con: 
ample a store might decide on a new 
pricing structure in order to increase 
a sagging initial markup. 

The alternative for any planning in 
this area, and one which must leave 
us with a feeling of dissatisfaction. is 
for a store owner to continue to 
use a maintained markup percentag: 


which develops merely from inventory 


period lo inventory period, 
>With the 


proaches established for the planning 


preceding possible — ap- 
of maintained markup, we can pro 
ceed to put them to actual profitable 


the “LIKELY” Our 


model store answers to the follow ine 


use for store. 


description: 


Sales are $70,000.00 
Initial markup is 40°, 
Maintained markup is 36% 
Mark-downs and shortages are 6- 
2/3°/, of sales 
Expenses are 32°/, and include $15,- 
000.00 of fixed and 10.57°/, of vari- 
able expense 
Freight on purchases is already sub- 
tracted from and purchase dis- 
counts are added to Initial Markup 
Net profit is 4°/, after salary to the 
owner of $7,000.00 which is included 
in the expenses. 
[CONTINUED ON 


PAGE 152 
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lhe Need for a Plan... 





Merchandise Controls 


ML) @ or 


MERCHANDISE CONTROL 


foremost retailers 


of 


his definition 


One our once 


gave of the difference 
between a storekeeper and a _ mer- 
chant. “A storekeeper,” he said, “is 


a man who stocks and restocks his 
store with merchandise he hopes his 
customers may buy, but a merchant 
restocks his 


is one who stocks and 


store with merchandise he KNows his 
customers will buy.” 
The reason for prefacing an article 


about the importance of merchandise 


controls with this definition is a sim- 
ple one. 

> It is to the 
retail business, whether large or small, 


no secret anyone in 
that we have just gone through, and 
are still feeling the effects of, a very 
trying business period in this country. 
This has been a particularly difficult 
era for the small independent retailer. 
Not only has he had to cope with the 
retrenchment of spending on the part 
of his customers, but he has also faced 
the increasing growth of large depart- 
ment store and chain store organiza- 
tions through the opening of addi- 
tional branch stores and chain units. 
organizations have the 


These large 





FORM FOR SUMMARIZING DATA ON SIZE CARD 


SPRING 1956 





WEEKS 


10 





MONTH 


Apr 








ON ORDER 


48 





RECEIVED 


60 


36 





L.Y. SALES 


TO DATE 26 


52 





72 | 96 





T.Y. SALES 


TO DATE 34 | 491] 71 


97 1135 





T.Y. SALES 


BY WEEK 8} 12] 14) 15 


22 


26 | 38 | 39 | 44] 20 | 14) 10] 8 





ON HAND 70 | 106] 92 | 77 
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89 | 87 | 96/112) 92 | 78 | 68 | 60 
































This form shows the weekly movement as well as the ‘on hand" and ‘on order’ status for the style 
as a whole. It also provides a handy comparison with the sales of a comparable shoe in the same 


season last year. 
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financial wherewithal to sustain them- 
selves during a prolonged period of 
decreased sales volume, but the small 
retailer often does not. He is, there- 
fore, faced with a situation of the 
survival of the fittest. 

> One of the major reasons for the 
failure of the small retailer has been 
his inability to perform his “mer- 
chandising” function — satisfactorily. 
By this we mean having the right mer- 
chandise, at the right time, in the 
right quantities, and at a price to 
satisfy the customer and produce a 
proper profit. One of the chief prob- 
lems of the small retailer in the per- 
of this 


has been his reluctance. to 


formance “merchandising” 
function 
install and operate proper merchan- 
dise control systems. This is the very 
area in which he is at a tremendous 
disadvantage against department and 
chain store organizations, for realiz- 
ing its importance, it is here that they 
are spending an increasing amount of 
their time and money. 

Shoe retailers are not immune to this 
criticism, in fact they are often in the 
of the 


especially unfortunate because shoes 


forefront offenders. This is 
present a more difficult inventory con- 
trol 


kind of merchandise, what with not 


problem than most any other 
only classification, style, color and 
price factors to cope with, but also 
heel heights and the largest and most 
complicated size-scale of any other 
wearing apparel. In order to prosper 
and attain proper growth, adequate 
merchandise controls must become a 


vital part of daily shoe retailing. 
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by HERMAN HAMMER 


Lecturer, Bernard Baruch School, C.C.N.Y. 


For The Shoe Retailer... 


Lack of adequate merchandise controls seriously limits the proper inter- 


action of the TMP factors. With the smaller retailer, who needs them 


most, such controls are often lacking. Without them he works in the dark. 


A WORKABLE SYSTEM 


> One of the most important facets of 
good merchandise control is a work- 
able unit control system. A unit con- 
trol system is one which enables the 
study the 
merchandise in and out of a stock by 


retailer to flow of 
individual unit. It has the following 
uses: 

© It helps him to control the condi- 
tion of stocks and sales by units and 
to maintain proper balance between 
sales and stock by specific style, color, 
The most benefit 
from all this is improved sales due to 


price. important 
the simple fact of having the right 
shoes for the customer. Other bene- 
fits follow. 

¢ It helps him to operate with a mini- 
mum amount of stock by revealing 
best selling classifications, styles, col- 


This, of 


ors, sizes and price lines. 


course, aids in increasing stock turn- 
over with a resultant beneficial effect 
on profits, and a reduction of the 
required capital investment. 

® It reduces markdowns by keeping 
stocks fresh and clean and by giving 
the buyer previous sales information 
on which to base both reorders and 
future seasonal purchases. 

@ It reveals slow-selling merchandise 
so that prompt action may be taken 
to move it out of the stock. 

An effective unit control system should 
vive the merchant a continuous record 
of what merchandise he has on hand. 
what has sold and what is on order. 
This information should be available 
by classification. style, material, color. 
price line and size where necessary 
and practical, so that he is better able 
to plan future purchases in line with 


expected sales. 


There are two general methods of 
keeping unit control records: 

> Continuous inventory method: 

® An inventory is taken to begin the 
system and each style is entered on 
an individual control card. 

® Orders are recorded on the control 
card, 

© Number of 


ceived 


units of each style re- 


are entered on control cards 
and sales are deducted daily, leaving 
an up-to-date on hand figure at all 
times. 
® Sales information is entered daily 
from duplicate copies of sales checks 
used in the store. 

> Stock checking method: 

® An inventory is taken to begin the 
system and each style is entered on an 
individual control card. 

® Orders are recorded, as are receipts 
of merchandise. 

182 | 
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FORM FOR CONTINUOUS DAILY PICTURE OF SALES, ON HAND 


AND ON ORDER FOR EACH SIZE OF A SINGLE STYLE NUMBER. 


5 ox 


PR as 
BLK. PAT. 


7? 


VENDOR 


JONES MFG. 


The code is very commonly used in wearing apparel controls: 


a dot ( *) is marked for each pair on order; 


a line in this direction ( / ) is drawn through the dot to show a receiving; 


a crossing line ( \ ) indicates a sale. 
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IMP Starts With Traffic 





Ways to Bring in New Feet... 


Higher costs, sharper competition and lower profits are causing greater con- 


cern to the retailer. 


He now feels that a more strenuous effort must be 


made to attract more customers to the store to produce larger dollar sales 
and profits. This is of prime importance to all retailing. 


FOR TRAFFIC 


fo increase business. many dollars 


are spent for window displays and 


store advertising . .. pre-sold branded 
merchandise is carried wherever it is 
available to give a store an “edge” on 
its competitors. All stores have these 
same ideas and channel their money 
This 


them all on the same footing. The 


in the same. direction. places 


answer to a store's success is, there- 


fore, not necessarily found in ex- 


pensive displays, advertising or brand- 
but 


the store’s ability. in 


ed merchandise. revolves about 


other ways. to 


attract new customers. hold old ones. 
and sell more and better shoes. 


The treatment customers receive can 


result in success or failure for any 


shoe store. 
> Some methods for attracting new 
customers and holding old ones are: 
the 
and podiatrists, 


suffer foot 


Physicians and podiatrists are anxious 


medical 
Many 


ailments. 


© Recommendations by 
profession 
adults from 
that their patients wear correct foot- 
wear as to style and size. 

Whenever 


who knows his business and is anxious 


they find a shoe. retailer 


to please with the correct shoes, they 


124 


ere happy to recommend the. store. 
Young parents are more concerned 
with their children’s feet and general 
health 


pediatricians and general practitioners 


than ever before. Therefore. 


are consulted before shoes are pur- 


chased. In many cases the doctors are 
asked 


oulgrown, 


even whether worn shoes are 


The great difficulty is that parents do 
not have enough confidence in the 
shoeman. If this confidence could be 
more properly developed, more shoe 


asked 


If you are a capable shoe retailer, it 


retailers would be for advice. 
is very easy to work with the medical 
You the 
doctors and podiatrists who you ex- 
But 


mers shop in a store on the recom- 


profession. must call on 


pect to work with. when custo- 


mendation of a doctor. it is done 


because of a trust which must never 
be violated. The doctor assumes that 
vou have the ability to carry out his 


orders. Therefore. care should be 
taken in the fitting of prescription 
footwear. 

Before you can expect to work with 
the medical profession, it is impera- 
that the 


human foot and its relation with the 


tive you be familiar with 


shoe. You must be an expert in fitting 


and carry a suitable inventory. Doctors 
are “sold” on reliable fitters just as 
they are on proper shoes. Regardless 
of what brand of footwear you earry, 
you have an excellent opportunity to 


cooperate with the medical profession. 


CONTACTING THE DOCTOR 
The best time to contact a doctor is 
when you receive a prescription for 
one of his patients for the first time. 
It is usually a good idea to call him 


ana 


to check on what you are doing 
then make an appointment to visit him 
so that you can discuss the types of 
footwear you carry and let him 


the kind of 


capable of doing. The physician o1 


know work you are 
podiatrist is more interested in talking 


to you under these circumstances. 
when you are discussing one of his 
patients. than if you canvass him 
“cold.” Business obtained in this way 
is very regular and profitable. It is 
very worth while going after. 

> These rules should always be fol- 
lowed when visiting the doctor or 
podiatrist: 

® Be careful of your personal ap- 
pearance. 

® Cooperate with the doctor’s secre- 
tary when she asks you the purpose of 


vour visit. 
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© If the doctor is busy, make an ap- 
pointment, 

e Speak clearly and concisely. 

* Know your product. 

* Know the anatomy of the foot. 

* Tell the 


qualified to take care of the require- 


doctor how you are 
ments of his patients. 
® Don’t 


‘ompetitors or the shoes they carry. 


speak badly about your 


® Thank the doctor for his courtesy. 
* Don't overstay your welcome. 

When you find that you are being 
recommended by the doctor. vou will 
not only wait on his patients for a 
particular pair of shoes but vou will 
he doing business with the rest of the 
family. their friends and relatives. A 
recommendation of one patient can 
mushroom into many pairs of shoes. 
These customers are easier to sell. as 


a rule. because thev are pre-sold on 
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by SEYMOUR HELFANT 


Vanager, Smaller Stores Division, N.R.M.A. 


their confidence in you and your store. 
> Maintenance of good customer rela- 
lions. 

® Go out of your way to please the 
customer by ordering shoes for him 
on special order when they are out 
of stock in your store. 

e Notify customers when new. shoes 
arrive at the store. 

© Make minor adjustments to shoes 
when required. such as inserting bite 
pads, tongue pads or heel pads. Do 
this without hesitation. 

© Get in customers) who 


touch with 


have not made a purchase in’ some 


time. Show your personal interest and 
try to discover what is wrong and 
how the problem can be corrected. 


® Send letters to customers. thanking 


them for their purchases. If oxfords 


were purchased. enclose a pair of 


laces, 


e Keep customers names on yout 
mailing list for a least five vears alter 
they made their last purchase. An at 
tractive notice or worthwhile mailing 
piece might bring them back to your 
store. 

® Participate in advertising and con 
tributions to religious and civic 
organizations, 

® Be 


active In community affairs. 


® Participate in fashion shows for 


women and children. These — are 


usually very successful. 
store 


Make 


them personal. Congratulate parents of 


© Send invitations to visit youn 


to eraduates and brides to he. 
babies that are born and send an ap 
propriate eift for the baby such 
as a piggy bank to save pennies for 
the first pair of shoes or even a gill 
174 
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THE QUALITY LEATHER 


the lightened navy.... 


1959 spring and summer fashion! 


LEATHER CO. GIRARD, OHIO 
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ALL NEW! 


COMFORT FEATURE WITH 
THE STYLE APPEAL 








(: ushion- S tep" 


“all that the name implies" 





Toe-to-heel beauty goes hand in glove with slipper- 
soft comfort in this brilliant new Cushion-Step line by 
Godman! The style is new—and modern! The patterns 
are new—and flattering! The lasts are new—and foot- 
fitting! The comfort is new—like walking on air! And 
the sales opportunity is new—and profitable! In stock 
service on all numbers. 





TRUDY 








T IT FOLDS 
LIKE 
. A SLIPPER 
TOOTS >|P PROFILE 














See Cushion-Step at The National Shoe Fair, Chicago. Palmer H R ) f r V 


CUSHION-STEP DIVISION, THE H. C. GODMAN COMPANY, COLUMBUS 16, OHIO 
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“Reaching New Heights 


“FOR NICENESS IN SHOES” 
SPRING-SUMMER ‘59 
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Build volume ... get rapid turn-over with the 
fastest growing lines of styled shoes on the market 


today . . . BEAU-TIES and BEAU-TEENS. 





See us at the Conrad Hilton Hotel, Chicago, 





Rooms 918A-919A-920A, from Oct. 26-30. Also 








showings in Atlanta, Dallas, New York, and all 


regional shows. 





RR ockincHam SHOE COMPANY 


NEWMARKET NEW HAMPSHIRE 
St. Louis Sales Office: 503 North 12th, St. Louis, Missouri 
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Some brands tower over all others... 


The 


greatest 


Pee names 


In 


women’s 
¢ } 


ARCH PRESERVER 


rT 


| Sly 


COBBIES 


A REO CROSS SHOE 


ocialites 


a red crass shoe 


PALMER HOUSE 8TH FLOOR 


THE UNITED STATES SHOE CORPORATION Cincinnati 7, Ohio 
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“HIGH FASHION... 


To Beat °38 Figures... 


Vandlolin| Last with 
Buttoned Instep Strap 


\ 


Open Tie 


Sandalized Pump 


VOLUME 
FASHION ... 


High T-Strap with 
Perfed| Detail on Vamp 


Spectator with Tie >. © Low ¥-strap with— 
Cross Straps Fringed Detuil 





~ Double Diagonat 


FOR THAT SOMETHING DIFFERENT so vital fo: 
capturing extra business, retailers should pick what 
seems promotionally right for their stores from these 
newsworthy trends: In shape . . . the fluid look as 
expressed in the flat needle toe, planed down . . . ot 
the Mandolin last with its pinched down, squared tip. 
In silhouette . . . sandalized pumps, open-side high-tie 
sandals and other interpretations of the opened-up 
look. For a different view on straps ... buckled multi- 
ples with a pump fit. . . double diagonals across the 
instep . . . ankle straps with pearl button closings. 
With bright green looming as volume, the yellowed 
and whitened greens rate highest for promotion. And 
on a similar fashion plateau, consider the rosy pinks 

. they're unbelievably pretty. Limited, but right in 
the fashion spotlight, are the lilac tones . . . supported 
by ready-to-wear. Materials in the headlines 
lusters, striped and homespun fabrics and the “waxed” 
leathers . . . plaza calf and aniline kid with a hand- 
rubbed look. For spring. dare to be different... it can 


pay-off handsomely. 


_ Dividing Line of Fashion... 


To Meet Last Spring's Figures 


Ombred Treatment on 
Pump 


Cross S 
ross Strap 
SS 


in the belief that retailers must cover them- 
selves on styles with volume potentials ... then 
spice up their stocks with the new and the ex- 


citing to capture those profit-making extra sales. 


TO MEET LAST SPRING’S FIGURES, retailers 
should cover themselves generously on pointed toe 
lasts, in some cases going more extreme than for fall 

. on heels of all heights... on pumps with dip- 
ping sidelines or open shanks .. . on straps and more 
straps, particularly high and low-placed T's, cross and 
instep straps... one to three-eyelet ties... and a 
range of opened-up styles, slings and = spring-o-lator 
to be included if one’s area calls for it. For treatments. 
promote tiny to porthole perforations, laced effects 
overlays and underlays in addition to bows and orna- 
ments. Patent leather and bone calf or kid are  posi- 
tive fashions. Reds are bright and blues could and 
should be brighter than Flight to complement ready 
to-wear. Brushed leathers in vivid or off-beat) colors 
are within the safety fashion margin... so are straws. 
meshes and vinyl... handled with a light touch. For 
color spark, bright green and orange tones seem to 
have the edge in volume potentials with ombred and 


multi-colored shoes also in this category. 
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The first Brown Shoe Company SHOERAMA brought such 
favorable comment—it’s back again this year. 


With one stop, you’ll get a complete look at the Brown 
Shoe Company’s new lines for spring of ’59. It’s a preview 
of walking America’s favorites in men’s, women’s and chil- 
dren’s shoes. 

You'll get a preview, too, of 3 new Brown lines planned to 
fill definite needs in retailing. 


You’ll see new plans for continuing the strongest brand 
advertising campaigns in the industry. 


And there’s a pleasant place to relax and exchange ideas 
with old friends from all over you’ll see at Shoerama. 


You are cordially invited and as welcome as a strong spring 


market. 
eX ian? 
ta'e RIS [ DA pe 
: —" 

aes ye in Koay Y 

St. Louis .. vii - Air Step » Gentes Brown * Glamour Debs by the 
AY Pp \ makers of Buster Brown « Official Boy Scout Shoes ¢ Official Girl Scout Shoes 
L i ¢ Life Stride * Miss America ¢ Naturalizer * Pedwin * Propr-Bilt * Risqué 

¢ Robin Hood « Robinette * Roblee * Smartaire * Westports by Life Stride 


October 15, 1958 
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All Across the Country 


North. South. East, West... 
Shoe Buyers and their 
Happy Customers 


are talking about 


Talking about the exciting newness 
of Pennant’s sparkling Fashion. 
Saying such things as 
‘these are the best Pennants ever.’ 
SEE FOR YOURSELF 
the new New Pennants for Spring 
RE 
to retail profitably at 13.95 to 16.95 


ROOMS 904-905 - 906 - 907 
CONRAD HILTON HOTEL, CHICAGO 


Pennant Shoes A division of International Shoe Co., St. Louis 


Boot and Shoe Recorder 
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3 Keys to greater 


is TURNOVER 
ee 1 AL MARKUP 
f | a | "i 


PROFIT 


see the New. 
SPRING 1959 


NATIONAL 
SHOE FAIR 


sus CONRAD HILTON HOTEL 
Chicage 


3rd Floor - Astoria Ball Room 
' OCTOBER 26-29, 1958 


s INCE Mitty 
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in Fine American Footwear 


the smartest 


conception of styling 
LINE T0 in the new Vitality shoes 


for Spring '59—sales- 


stimulating new colors, 
QuR SPRIN SALES; new materials, and 
I] 


beautiful combinations. 


Vitality's 
outstanding fashion 
promotions—planned 
for you, to boost spring 
shoe sales—backed by 
full color ads in leading 
national magazines. 





Visit us... 
National Shoe Fair 


..Conrad Hilton Hotel 
Rooms 604A, 605A, 607A, 609A 


lj Palmer House « Room 806 
- ny 7 A a | Vitality’s New Lines for 
TI 1 E NEW Spring Will Be Displayed 
SHOES at Other Shoe Shows, 
Including: 
ATLANTA « BOSTON « DALLAS 
DETROIT «+ INDIANAPOLIS 
LOS ANGELES e« ST. PAUL 
SEATTLE 
New York City Office, 
Room 914, Marbridge Building 


VTERNATONAL 


SHOE COMPANY 


VITALITY SHOE COMPANY, Division of International Shoe Company, St, Louis, Missouri : , ma 
New York Office: Room 914, Marbridge Bldg., 47 West 34th Street Welds Largest Shee Manufacturers 


October 15, 1958 137 





n Fine American Footwear 


30% of Your seni ae Both Ways 
when they Buy Shoes 


They look for Tumely Fashion 
and Tireless Wearing Lase 


ft 
vy 4 


That's why COM css su 
Will make Money for You! 


See The New Queen quality shoes which so excitin ate fashion with comfort. 
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Get in on 
Americas 
Great New 


© 
2 
¢ 
ra 
A 


Accent Shoes, a Division of International Shoe Co., 


in Rooms 1600, 1601 CONRAD HILTON HOTEL, CHICAGO, ILL. 
AND ALL IMPORTANT REGIONAL SHOWS 


October 15, 1958 
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INTERNATIONAL’'S 


SPOT 


IN YOUR BIGGEST SELLING WEEKS... 


Hard selling top quality TV spots each week will be broadcast over key local TV stations 
during your biggest selling weeks in INTERNATIONAL’S TV SPOTacular. Millions of 
shoe customers... your customers...will see powerful TV advertising of International men’s, 
juvenile and women’s brands. Your store can be listed as the place to buy them on some 
of the national spots. You can cash in on INTERNATIONAL’S TV SPOTacular. 


Make your plans now! 


yy FULL COLOR MAGAZINE ADS 

yy PROMOTIONAL TIE-IN PACKAGES 
ul ¥ COORDINATED WINDOW DISPLAYS 

x SPECIALLY PREPARED MAILERS 


{- - NBC “Queen For 
A Day" for Grace 
Walker and Gems 


Lad 


Lovely Marion 
Martowe Sings 


for City Club NBC “The 


Price Is Right" f Tom Poston 
~~ for Trim Tred F “remembers” to sell 
and Melody for Jofin C. Roberts 


DE 


Hip Shoe Shine Boy 
Pitches for Randcraft 





NBC “it Could 
Be You" for 
Velvet Step 
and Trios 





Dancing Soft Shoes 
Selt tor Rand 
=~ 





i> 
Weather Bird Farm 
Cartoon Frolic 


Poll-Parrot 
Cartoon Adventwre 


Humorous 
Kingsway Lion selis 
Kingsway style 


Animated Dixie Red Goose Lays 
Trombone Selis Golden Eggs tor 
Wesboro Wardrobe Juvenile Sales 


Boot and Shoe Recorder 





St.[ovis LABELS... Marks of Distinction in Fine American Footwear 


<7 


acular! 


.. MENS, JUVENILE AND WOMENS TV! 


TY setting YOUR customers with 


TV... 


does the most good! 


vv in your market! 


vy featuring your name! 


Roberts, Johnson & Rand ¢ Peters « Friedman-Shelby 


NTERNATIONAL 


SHOE COMPANY 
Mh lilo he 2gewl Bp Manifuelu 222 


oOuIs. MISSOU NEW HAMPSH 





I. 
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patter ned for success! 
styled for volume selling! 
pric ed for pr ofits ! 


Get set for bigger business than ever before in Spring 1959 


NATIONAL SHOE SHOW, OCTOBER 26-30° CONRAD HILTON HOTEL, CHICAGO 


Room 900 - - Jolene ¢ Orc “i ¢ Debtowners ¢ Hilltoppers ¢ Victoria Cro 
Room 1000 - - Cangemi Coeds ¢ College Debs 


_TOBER. SAIFER SHOE MANUFACTURING CO, INC. ° ST. LOUIS j MISSOURI 


and Shoe Reco 
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.. Wish they'd hurry — 
with the new 


Sering shoes by Aleyis’ 
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MANUFACTURED BY WEBER SHOE COMPANY, 


October 15, 1958 
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—at the National 
Shoe Fair, Chicago, 
and regional shoe shows. 


INC., TIPTON, MISSOURI 


143 





SEC. 
Center 


Just the Ticke 


FOR GREATER SPRING SALES! 
Two exciting new shoes by 


% ' x 3 
* . 
+ : + 
Snow OTs 
GYPSY—3 Eyelet Lace Tie—8/8 
Chrome Leather Sole 
Needie-Needle Toe 
2014 Bone Grain Pig 
c T jrauoise Ply h Pig 


| 
Heel 


AAA 5-11 

AA 4-|| 

Si Ol m) B3i/p-! 

izes 10!/5-1 1: $5.25 $4.75 

SHUGTOWN—Soft Italo Square 

Toe—Plug Tie—Oak Bend 

Leather Sole—Egg Heel 

464 Bone Grain Pig— 

Benedictine 

Calf Trim 

466 Black 

Softee 

AAA 5-10 Grain 

AA 4-10 

B 3!/-10 
$4.15 





SEE THEM AT THE SHOE FAIR 
Rooms 901 and 902 
CONRAD HILTON HOTEL 


and at all regional shows 


Cd White Sunion Shoe GC. 


MANUFACTURERS @ PARAGOULD, ARK. 
PRICES SLIGHTLY HIGHER WEST OF DENVER 














LOS ANGELES: M. S. Rifkin Shoe Co., 759 So. Los Angeles St. 

NEW YORK: 933-35 Marbridge Bldg., 47 W. 34th St 

SAN FRANCISCO: Kaye & Tieso Shoe Co., 51 First St. 

ST. LOUIS: Room 132, Merchandise Mart, 10th & Washington | 
DALLAS: Room 594, Dallas Merchandise Mart, Young & Ervay Sts. | 


SALES 
OFFICES 


Editorial 
| CONTINUED FROM PAGE 108 
The report did not disclose the reasons for the sharp 
increase nor did it indicate the causes of the failures. 
However, a similar study made by Dun and Bradstreet 
in 1957 listed 
lying cause of 18.6 per cent of retail failures that year. 


“Unbalanced Inventories” as the under- 
“Inventory Difficulties” were cited as the apparent cause 
of 10.6 per cent of failures. “Heavy Expenses” accounted 
for another 4.7 per cent. 

The record is very clear and many of the causes can 
be eliminated. Thorough understanding of the interaction 
of the TMP factors, a better grasp of the methods for 
calculating them and more effective use of the controls 
of inventory and expenses detailed in this feature will 
go a long way toward that objective. 

To all who cooperated in supplying the data for the 
first phase of the TMP feature. Boor anpD SHOE RECORDER 
expresses its thanks. Experience is the fountainhead of 
the stream of knowledge. The progress and successful 
completion of this study rests with YOU, the retailer and 
your willingness to add your figures and experience to 
the TMP record. It is to be hoped that your cooperation 
will keep pace with and be stimulated by the reports of 


our TMP study which will be made periodically. 


Heel Wedge for Easy Application 


Ax orthopedic wedge that can be applied to children’s 

shoes by the shoe man in the shoe store has been invented 

by Leo Abrams of Leo & Eddie Shoes, Inc., 1920 Wantagh 

Ave.. Wantagh, N. Y. Patent application has been made. 
20 

















Ordinarily when a shoe retailer has to fill a doctor's 
prescription for a heel wedge, the shoe is taken to a cob- 
bler. The cobbler separates the outer sole from the welt- 
ing and inserts a skived piece of leather, then resews the 
sole. Many times the shoe is not satisfactory when it is 
returned because the cobbler’s machinery is not suited for 
this kind of work and he himself is not experienced. 

Mr. Abrams has applied his wedge to about one hun- 
dred pairs of shoes and reports good results. The wedge 
can be applied in about twenty minutes without any special 
machinery. It does not fall off and when the shoes must 
be replaced by a larger size. Mr. Abrams has found the 
Mr. 


superior to the ordinary wedge because it extends 


wedge still in good condition. Abrams considers his 
wedge 
far up under the arch and remains constant. 

The figures in the illustration left to right, front 


view of the wedge, side view, perspective view of a child’s 


are: 
shoe with the wedge attached to the outersole. 
Mr. Abrams would like to receive comments from retail- 


ers who might be interested in using his invention. 


Boot and Shoe Recorder 
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We make shoes, yes. We make good shoes. Just as important, 


we make customers. To be specific, we ship thousands of pairs 


of Lazy-Bones and Clinics every day. And every day we send 


thousands of customers into our dealers’ stores to buy them. 


Literally millions of consumers know and respect the Clinic 
and Lazy-Bones brand names, which are extensively nationally 
advertised. Our dealers turn that consumer enthusiasm into 


income by advertising frequently in local newspapers, in accordance 


with our liberal cooperative advertising agreement. 


We've always had the idea that it's just as important to make 


customers as it is to make shoes. 


Most retailers have the same idea. 


National Shoe Fair, Chicago, October 26-30 
Palmer House, Rooms 888-889 








Women who work in uniform not only prefer Clinics, 


they insist on Clinics—effectively advertised in R. N., 


the American Journal of Nursing, 


Glamour and Charm. 


Retail $8.95 to $10.95. 
RIPPLE SOLE® and Conductive Sole 
styles slightly higher. 














por OF 


ads really SELL! 


Literally millions of mothers admire and remember 
Lazy-Bones’ big, beautiful, full page ads 
in full color in Parents’ Magazine and in 
Modern Romances! Then they shop for, 


ask for and buy Lazy-Bones! 


RETAIL 


$525 to $HyPO 


Sizes 5 to 8, 5.95 
8Y2 to 12, 6.95 
12% to 4, 7.95 
larger, 7.95 and 8.95 


Golf Shoes 
9.95 and 10.95 


National Shoe Fair, Chicago, October 26-30, Palmer House, Rooms 888-889 





GOOD POLICY  §:¥:3' 7-8 fe} a C1 Ol O) De = 2 Of—-) 6.8 DI) 


Ww / dé 1 soliciting business, we have always endeavored to select retailers 

of the greatest integrity with respect to their methods of conducting business and paying 
accounts. Our reason for doing so is simply that doing business with unethical 

merchants greatly increases any manufacturer’s costs. Avoiding that excessive cost 
means that our-selling prices are lower than would otherwise be possible 

and that we render a worthwhile service to those retailers 


whose business we value so highly. 


/ 9 . . 
Ww J offer the same prices and the same terms to all our customers, regardless of size 


or locality. And we cordially invite the business and friendship of those 


T.Lou! M Ss " ‘ . . . > 
. ct Trae tate interested in doing business under these circumstances. 
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VENILE SHOE CORPORATION OF AMERICA 


° 
National Shoe Fair, Chicago, October 26-30, Palmer House, Rooms 888-889 iS % 
= 





Florsheim Shoe Company 
Re-emphasizes the ‘American Look’ 


A new fall advertising campaign featuring the ‘American 
Look’ has been introduced by the Florsheim Shoe Com- 
pany. According to a Florsheim spokesman the American 
Look will re-emphasize that "American shoe manufactur- 
ing standards are the highest in the world. American 
quality control standards—for materials, for workmanship, 
for fit, for wear—are without equal." The campaign is 
directed at the public through store displays and full page 
newspaper ads. 


A Friendly Smile Is Half the Sale 


H ALF the sale is made when you approach your customer 
Put a friendly smile on your face and treat him as a special 
guest.” Those are the words of William A. Luhrs. head of 
the spectacularly successful men’s shoe department in the 
exclusive Gano-Downs Company store in downtown Denver. 
Mr. Luhrs. who has an overall experience record of almost 
30 years at Gano-Downs, has some definite ideas on mer- 
chandising of men’s high quality shoes. 

Having up-to-date styles and all sizes and being able t 
epeak intelligently to the customer about construction, 
weight. color and coordinated apparel are important. He 
trains his salesmen. Jim C. Edwards and W. A. Rasmussen. 
in knowing not only the stock but the customers. He works 
closely with the buyers of the other men’s apparel depart- 
ments and shows the shoes. ranging in price from $18.95 
to $60, along with the kind of clothes to which they belong. 

There’s another selling secret of Mr. Luhrs: “Don’t show 
i lot of shoes. Take away the ones you're not trying to 
sell. Did you notice the customer who wears my Freemans. 
but he couldn't make up his mind to the new style and 
color? T took the rest away and left the one pair lying on 
the chair beside him. He had me refit them on his feet and 
he took them.” 

The men enter from 17th Street (Denver's Wall Street) 
offices and relax as they look at the new merchandise. The 
salesman suggests new soft Italian style casuals for vaea 
tion trips as well as the more conservative dress shoes. If 
the wives are along. they play up the new soft styles. for 
Mr. Luhrs has discovered that the women are proving a 
hig help in selling men’s foreign styles. Since the store i- 
known for quality merchandise. Mr. Luhrs stocks only four 
lines—Freeman. Bannister, Bally and Church-English. The 
brand names are displayed importantly on distinctive wal- 
nut panels above the stock shelves and shadow box dis 
plays. 

Besides consistent and prominent advertising in the daily 
press. regular customers are sent mailings about new mer- 
chandise; new customers’ names are added to the ever- 
growing list. “At the same time. we make mental notes of 
the men’s business connections and even where they go for 
vacations. We give them a feeling of relaxation while 
they re in here... and at the same time we don't forget 
to give them a good fit.” said Mr. Luhrs. 


October 15, 1958 
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Hits of the Season 
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SNOW OTTS 
To Stimulate Your 
Spring Sales 
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MANUFACTURERS @ PARAGOULD, ARK. 
PRICES SLIGHTLY HIGHER WEST OF DENVER 
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8490—Red leather, 
unlined, white toe, soft 
counter, B. F. Goodrich 
white wafer sole SA 
inside wedge heel y != 
5490—Blue, s . 
4490 —Allover Berry brown, 
C,D....5%-8....1.90 (= 

c,D 8%-3 2.40 a 


Y 
a 


"SG Master 


SHOES 


selling styles for girls 


Pattern 8490 shown here is just one of many— 
and this one in leather retails profitably at 


$2.95 and $3.95 


NEW... Economy Shoes 
to retail at $2.95 

with a big mark-up, from small 
size 4 to big size 3. 


X SALES POINT: All uppers of Step Master and 
Economy shoes stitched with NYLON THREAD! 


8051—Red sailcloth tie, red toe, 
soft counter, white crepe sole, 5051—Blue, 
D....4-8, 8%-12, 12%-3....1.80 


SEE SG Master N.S. F. 


STEP MASTER HOES, INC. e¢ GREENUP, ILL 


Nite-cLi eo 


LEISURE LoveLies 
/ 


1 
~ ® 


CHILDREN'S SLIPPERS 





Showing Nationally Advertised 
Nite-Aires Leisure Lovelies at the 


CONRAD HILTON HOTEL 
Rooms 609-611 


@ Selling Around the Clock,Around the Calender! 











In Canada at 111 Mt. Pleasant Ave., London, Ont. 


MIDWEST FOOTWEAR, INC. SULLIVAN, MO. 


Rooms 657-659 CONRAD HILTON 


America’s fastest growing... 
most outstanding line of 
teenagers, misses and 
childrens styles. 

Quality constructed for / 
greater profits... 


increased sales. ( 


— 


See our new, complete 
Spring line at... 
NATIONAL SHOE SHOW 
CONRAD HILTON HOTEL 
ROOMS rt 
802A 810A 811A a 
October 26-30 rt ACTIVE DUTY 
i 4 
SHOES 
for Active Women 
Comfort-caressing, beautiful 
styles for nurses . . . wait- 
" ress... all active women. 
A complete quality line at 
profit-making prices. 


DEEVERS SHOE COMPANY 


1000 Washington Ave. St. Louis 1, Mo. 
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SHOES 


NEW...perfect fitting last for boys 


Fits growing feet like a glove...and the 
he-man lines add a masculine style note. 
Budget priced to retail profitably at 


$3.95 to $5.95 


NEW...patterns for boys 
Sport types...dress types— and 
super-sturdy school shoes. 


uM SALES POINT: All uppers of Step Master and 
Economy shoes stitched with NYLON THREAD! 


2809 — Black tie 
grained leather 


5816—Smoked tone sport oxford, 
benedictine crepe rubber sole 
and inside wedge heel. 

c,o 5% -8....2.50 
B,C,D 8% -12....3.10 
B,C,D 12% -4....3.60 
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vamp, B_F. Goodrich Soles 
4809— Brown, same as 2809 
B,C, D 8-1 3.10 
B,C,D 1242-4 3.60 


STEP MASTER SHOES, INC. © GREENUP, ILL Rooms 65/7- 659 heat ne 





THE = eats) THE ONLY INNOVATION 


apts IN FOOTWEAR DESIGN 
— a OOM SINCE OREOPITHECUS 





THE LARGEST REGIONAL SHOE FAIR 
OVER 500 LINES a, | : 
DISPLAYING IN FOUR HOTELS 3 AY. “4 BLAS 
ADOLPHUS, BAKER, SOUTHLAND = ) =< AREA 
AND STATLER-HILTON . fence 











Write to 


SOUTHWESTERN SHOE TRAVELERS ASS’N Frew ome eae 
Suite 709-710 Adolphus Hotel SHOE FAIR zm | 
Dallas 2, Texas -. ea 


H YER BRAND OF TOP QUALITY SINCE 1875 
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OTHER SHOWINGS: 


SEATTLE 

ST. PAUL 
ATLANTA 
DALLAS 

DES MOINES 
LOS ANGELES 
DENVER 

NEW YORK CITY 


Pacific Shoe 


DIVISION OF OMEGA 





NOV 
NOV 
NOV 
NOV 
NOV 
NOV 
NOV 
NOV 





Designed for your most profitable 
season yet! Come to our 
exhibit and see why! 


_SEE THE COMPLETE NEW LINE! 
CHICAGO SHOE SHOW 


OCT. 26-30 © CONRAD HILTON HOTEL ¢ ROOM 501 


Co mM pa nN Y 8129 DELMAR BLVD. 


SHOE CO 





OLYMPIC HOTEL 

ST. PAUL HOTEL 

HENRY GRADY HOTEL 
ADOLPHUS HOTEL 

FT. DES MOINES HOTEL 
ALEXANDRIA HOTEL 
NEW ALBANY HOTEL 
HOTEL NEW YORKER 


ST. LOUIS 24, MISSOURI 








Break Even Points 
| CONTINUED FROM PAGI 


121 | 


facts. and with = main- 


tained markup as the focal point it 


From these 
is relatively easy to develop a formula 


store’s break-even 


lor compuling a 
point as follows with a formula which 


is simplified for our purpose: 


With X=break-even point 
10.57°/, variable expenses 


$15,000.00—fixed expense 


36X—10.57X—$15,000 
25.43X—$15,000 
X=$59,000 


>In simple terms this formula merely 
asks how much in sales at 36 per cent 
maintained markup. less 10.57 pei 
cent for variable expense, is needed 
to cover fixed expense of $15,000.00. 
The answer is $59.000.00. It is not 
difficult then to prepare simple break- 
even charts which reflect’ this and 
which give an insight into the uses 
of breakeven point planning. 


rit 


give the same results: 


® Both show "LIKELY's'' break-even 
point at $59,000—when $21,240 


will be noticed that both charts 


worth of margin exactly covers 
$21,240 of expenses 

Both show the $2800 profit which 
is being made now at the $70,000 
sales mark—where expenses have 
risen only to $22,400 but margin 
has become $25,200. 

Both show how the profit, under the 
present structure of margin and 
expenses, would grow to $10,430 
dollars or 10.4 percent of sales if 
Mr. Likely could jack up his volume 
to $100,000. At this point expenses 
would have risen to $25,570, but 
margin would be $36,000. 

In short, both charts show exactly 
the same profits and losses at all 
points. The only difference between 
them is that one is based on the 36 
percent line acting with the ex- 
pense line, while the other shows 
the sales line interacting with the 
total cost line, including merchan- 
dise costs. 


Ir. a later issue. Mr. Bogen will con- 
tinue the subject with a more com- 


prehensive treatment. 


Baker Reporting 
from Washington 
CONTINUED FROM PAGE 48 

For the first time, dependents of 
disabled workers can draw social se- 
The them- 
selves, from age 50 to 65, have been 
eligible for benefit payments since 
July, 1957. Now the dependents of a 
person will be paid the 
amounts they would get if he were 
65 and receiving retirement benefits 


curity checks. disabled 


disabled 


from the fund. 
President 
the 
changes, complains of one provision. 
That is the language increasing by 
$197 million a year federal aid to 
state-run public assistance programs. 
He notes that for the first time the 
federal payments will be based partly 
on per capita income of the states. 
But any step-up in the federal share 


Eisenhower, though he 


enacted social security law 


of financing leads to a lowering of 
and local responsibilities, he 
cautions. He stresses that state and 
financial 
be bolstered, not weakened. 

this the 
pleas of businessmen and the Hisen- 
Administration to combine 
social security and income tax with- 
holding reports in a move to cut red 


state 


local responsibility should 


Congress year ignored 


hower 

tape. 
Legislation to combine the present 

quarterly social security reports and 


|CONTINUED ON PAGE 155 
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! M. K. WEIL 
" co. 


Looking for VALUES? 


Look for WEIL... - « -. at the Shows! 


Factory 


© National Shoe Fair, Chicago Oct. 26-29 
Morrison Hotel, Rooms 1025-1026 

© Southwest Shoe Show, Dallas Nov. 2-5 
Adolphus Hotel, Room 1009 

© Southeast Shoe Show, Atlanta Nov. 2-5 

Quality Canc ellations and Jobs of Na Piedmont Hotel, Parlor ‘'D’’ 

tionally Advertised, Branded Shoes for ®@ Los Angeles Shoe Show Nov. 16-19 

Women, Men and Children . . . Over Alexandria Hotel, Room 821 

1,000 Styles in Sizeable Quantities .. . © Popular Price Show, New York Nov. 30-Dec. 4 

All ata Price! New York Trade Show Building, Rooms 502-522-524 


Fresh 





| 
} 
i Footwear 
| 
| 


Quality Shoes Since ‘32 


1215 Washington Ave., Saint Louis 3, Mo. 
“WHILE IN TOWN...SEE WEIL” 








>) THE ONLY INNOVATION 
J IN FOOTWEAR DESIGN 
} SINCE OREOPITHECUS 
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BRAND NAMES 
GUIDE ano 

TRADE MARK 
DIRECTORY 


IT'S BEING MAILED WITH 
YOUR NOVEMBER | ISSUE 





WATCH FOR IT! 








YER BRAND OF TOP QUALITY since YE 
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SEE « PAIR = FAIR 


ALL METAL 


Don’t let | SHOE 


handwritten =a | YA 
prices do this, = Le +e 


| pe 36"' Wide 
0 ; 54" High 
e ¥ Baked Enamel 
¢ | Cinnamon 
Color 
e 


Holds 132 


4 Women's 
i i Shoes 
. 66 Each Side 





. 
108 Men's 
Shoes 
54 Each Side 
132 Children's 


hoes 
66 Each Side 


- 
Card Slot 

* 

Sets up in a jiffy . . . NO BOLTS 

Folds to a flat package for easy 

Storage (4'' x 37" x 57") 

Price $32.50 each 

Less 5% in lots of 6. Less 10% in lots of 25. 

Snap on shelves for flats available @ $1.50. 


ALL METAL 


SHOE 


STOCK 
SHELVING 


When prices are marked by hand, or not at all, sales are 
often made at the wrong price. Selling wnder your estab- 40% More 
| Stock 
Capacity 
customers! i 
Avoid losses with neat, legible Monarch Price-Marking. | In Only 
. » _ > > > . Four Sq. Ft. 
Easy-to-read prices speed sales, build customer confidence, Naar toaee 
increase impulse buying. There’s a Monarch Price-Marking You Can Stock 
| 7 
168 Pairs 
Women's Shoes, or 


MODEL 20 teks . 
DIAL-A-PRICER 152 Pairs 
§ i Men's Shoes, or 
. no type- 

setting required r : 

270 Pairs 

‘ a Children's Shoes R 

FIRM NAME le : 


lished prices loses profits! Selling over those prices can lose 


machine designed to protect your profits. Write today 


Semco Shelving is used by leading department and 

bes : e shoe stores all over the country, in both stock rooms 
SENSO LABEL | 2 95 oo, and on the selling floor. Gaining up to 40% more 
pressure sensitive $ “ stock on the same amount of floor space. Available 
cequires no moister ‘ in sections, 3 ft. or 4 ft. wide, by 12 or 14 inches deep, 
by 7 ft. 3% inches high. Sections are prefinished in a 


==-===* Fill out and mail coupon for information. -<<=<<«<« | beautiful cinnamon brown as a standard color. 


Ww THE MONARCH MARKING SYSTEM CO. ‘46. aueneens. SHOE FAIR 


216 South Torrence St © Dayton 3, Ohio PALMER HOUSE 
Without obligation to me, please send information on Model 20 EXHIBITION CHICAGO 
Dial-A-Pricer, and sample labels HALL 


= | SEMCO ©. J. 
| i ii ’ ne. 


STORE NAME 
9TH & JEFFERSON STS. HERMANN, MO. 
ADDRESS Phone: eiantinte 699 


POST OFFICE ZONE 
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Baker Reporting 


from Washington 
[CONTINUED FROM PAGE 152] 


the annual tax withholding report 
into a single annual form was intro- 
duced. The House Ways and Means 
Committee held hearings on the mea- 
sure, but then pigeonholed it. 

The measure would have saved 
businessmen more than $20 million a 
year by reducing their paperwork. It 
would also have saved the govern- 
ment time and money, according to 
its backers. 


Reform of the national labor laws, 
already long overdue, is a likely pros- 
pect for 1959—if merchants speak 
up and let the Congress know just 
what corrections are necessary. 

Here in Washington, the Nation- 
al Retail Merchants Association is 
preparing to wage a vigorous cam- 
paign for some effective and mean- 
ingful labor reform. As NRMA points 
out, it is not enough to guarantee 
the rights of any one group. A fair 
and effective labor reform bill should 
provide equal rights and equal pro- 
tection to employes, to employers. 
and to the public. 

The ill-fated Kennedy-Ives bill, 
which was kicked around in this 
year’s session of Congress, was not 
an equitable bill. None but the labor 
bosses are really sorry over its de- 
feat. 

In drafting and presenting the 
Kennedy-Ives bill, the leaders of the 
Senate and House were frankly in- 
tent on getting some kind of labor 
law enacted so as to make a showing 
of “labor reform” before the Novem- 
ber elections. Fact that the Kennedy- 
Ives bill was a weak and ineffectual 
bill in bringing about meaningful 
labor reform did not bother them. 

“The defeat of the Kennedy-Ives 
bill was indeed fortunate,” the 
NRMA says in a recent report. 
“From the outset, it was obvious that 
Congress—with the exception of a 
small nucleus—was intent upon pass- 
ing some form of labor legislation— 
good or bad—to establish a record 
for the November elections,” NRMA 
continues. 

NRMA, during the weeks devoted 
to a study of labor reform, presented 
a number of proposals designed to 
insure the protection of the rights 
of employers, individual workers, and 
the general public. 

[CONTINUED ON PAGE 162} 
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ANKLE DEEP 


in elegant comfort 


Unsurg 
/ 
and, DUN 


/ 
/, BORG 
/ 


4 


“THE DON" 
REVELATIONS 
BY DESCO... 


,, fashion-wise lady — whether shopper, 
jd j sports spectator or suburbanite — 
appreciates smart, comfortable casual wear. 
This popular boot creation features BORG 
100°, Dynel Trim and Nylon Lining to meet 
milady’s fancy. Soft, durable and so light- 
weight, BORG deep-pile fabrics offer the 
ultimate in style and luxurious foot comfort. 
Look to BORG for the very finest. 


FABRICS OF THE FUTURE 
ARE YOURS TODAY 


BORG FABRIC DIVISION 


The George W. Borg Corporation * Delavan, Wisconsin 
In Canada... Borg Products Limited ¢ Elmira, Ontario 





Continuing tests at two 
West Coast universities 
assure every RIPPLE® 
Sole refinement. 





SEE the RIPPLE® Sole at 
the National Shoe Fair 
Booth 38 
Exhibit Hall, Palmer House 


THERE'S NO OTHER SOLE LIKE IT ON THE MARKET... 


Genuine Patented 


IPPLE Sole 


THE SHOE THAT WALKS FOR YOU 


CAUTION: Breaking sales records for shoe manufacturers on 5 continents, the 
LOOK-ALIKES amazing sole that electrified the nation in over $3,000,000 worth 
ARE NOT ALIKE: of publicity, then sold a Million Pair in the fabulous first year 
To make sure you cash in .. . zoomed past its entire '58 sales quota in 14 short weeks! NOW 
on the most revolutionary headed for its 4,000,000th sale! 
sole of our times: Nationally Advertised in 


1, Look for RIPPLER Ladies’ Home Journal, Parents’, 


printed on every sole. Esquire, Argosy, Glamour, etc. 
. Remember true RIPPLER 


i > R) 

upon ‘SCIENTIFICALLY EXCLUSIVE, PATENTED RIPPLE ‘Sole FEATURES: 
CORRECT ANGULATION OF 

CUSHIONS: OFF-CENTERED ABSORBS WALKING SHOCK HELPS BALANCE WEIGHT LENGTHENS THE STRIDE PROVIDES BETTER TRACTION 
and REARWARD to move 

the FOOT FORWARD 


Repair soles and 
heels available: 
STEP-ALONG PRODUCTS, 


ioc tay Resilient cushions Continuous even tread Energy stored in first Multiple surfaces give 


depress when stepped heel to toe including cushion begins to flow sure-grip traction on 
on, absorbing heel arch, As REARWARD into foot, PROPELLING wet slippery surfaces. 
shock, (cause of most cushions bend, IT FORWARD AGAIN! Inter-spaces ‘‘aircool’’. 
foot fatigue) FORWARD GLIDE is felt. 


TIE IN! CASH IN! FREE SALES AIDS — Write for folder 


Manufactured in U.S.A. under license from RIPPLE SOLE CORPORATION 
BEEBE RUBBER COMPANY sasiius. new namesuire 
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U.S. Pat. No. 2477588 * ee ” 
Canadian No. 465765 with NEW MIRACLE 


- luid-Areh 


IN THE SACK AMALING LIQUID ARCH SUPPORT 
A SENSATIONAL SELLING “PLUS” FOR MOVES with FOOT MOTION 


SHOE MANUFACTURERS: 
Unfinished Rubber Sack — A Built-in 
Comfort Feature that SELLS, SELLS, 
SELLS your casual, dress, golf or 
safety shoes 





“EXTRA DOLLARS — EXTRA COUNTER 
SALES FOR RETAILERS, TOO! 


Finished Arch Support. Sack covered in choice of 
Leather, Faille, etc. on a sponge rubber base to 
cushion and prevent movement in the shoe. No special 
fitting required. 











Here's the most terrific COMFORT BONUS ever introduced to footwear! Unlike 
any other arch support, Fluid-Arch is basically a LIQUID. Permanently sealed in As: weighticomes down on 
a latex sack, this ‘‘miracle”’ liquid shifts position to lift and support the arch IN cinch Nl i lla 
ALL POSITIONS OF WALKING or STANDING. 





FORWARD motion 





Dr. Geo. H. Dumm inventor, explains, ‘If nature intended man to have a RIGID 
arch, she would have given him a hoof like a horse.’’ No rigid arch support 
made can adequately support the ever-shifting POINTS of arch strain expe 
rienced in walking! That's why no rigid arch support can SELL* YOUR SHOE 
STYLES like revolutionary Fluid-Arch! Profit from this BIG COMFORT BONUS! 
Style with Miracle Fluid-Arch, the ONLY Arch Support that offers all these tie teed. fan 
EXTRA SELLING ADVANTAGES: ee 
\/ Better balance for better health \/ Gentle massage for weary feet 


\/ Exclusive Shifting support \/ Increased circulation 


SEE IT AT 
National Shoe Fair 
Palmer House, Booth No. 38 





























Think of the SELLING JOB this ‘‘Miracle'’ Arch Support can do for you! 


As foot comes dowr 
fluid moves TOWARD 
BACK with gentle 


WRITE FOR INFORMATION . . . TODAY! 
acy ty BEEBE RUBBER COMPANY 
Nashua New Hampshire 
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so FASHION — RIGHT 


by BREZNER 


THE SHOE OF TOMORROW TODAY 


This design is available to shoe 
monufacturers. Write for your 
free sketch TODAY ! 


At first look . . . at first touch you know. This is the 

Continental Excitement you've been looking for to inspire your 

high style footwear for men, women and children. A luxurious suede-like, 
shadow-tone leather, Napoli is a designer's delight . . . a customer's 


reason for insisting on your shoe styles. 


A wide selection of high fashion colors and pastels. 


Send for swatches or contact our representative ... TODAY! 


THE BREZNER DIVISION OF ALLIED KID COMPANY 


145 South Street, Boston 11, Massachusetts 


‘Fashion Right Leathers from our Tannery, Penacook, New Hampshire’' 


ST. LOUIS, MO CINCINNATI, OHIO NEW YORK MIAMI, FLORIDA ORIENTAL EXPORT 

H. B. Avery Co John A. Spille Co Homer Bear Jack G. Mendelsohn Leibman & Cumming 

PHILADELPHIA, PA MILWAUKEE, WIS ROCHESTER, N. Y LOS ANGELES, CALIF 
Schoenberg Leather Co Harold |. Stewart Graham Bros. Sales Russ White Co. 

MONTREAL, QUE., CANADA Handbag Representatives NEW YORK, N. Y. 

Stockton & Sedgwick Chilewich Sons & Co 


San Francisco, Calif 


Representatives in All the World's Leading Leather Markets 
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Chicago Sellers Prepare 
For National Shoe Fair 


A GOOD share of the Chicago re- 
tail shoe scene will pay homage to 
the National Shoe Fair the end of 
this month. At least this will be 
true of many of the downtown mer- 
chants—both department stores and 
individual shoe stores. 

By tradition many of them high- 
light leading brands and shoe firms 
in their windows, in special displays, 
and frequently in special newspaper 
advertising. Usually, this takes the 
form of special window displays, of- 
ten the store’s top traffic spots. 
Some of the department stores use 
the Shoe Fair as an opportunity to 
spot all of their brands of shoes for 
men, women, and children. Advance 
styles are used in some to highlight 
the fashion side of the event. 

Reports on business are spotty. 
Despite some soft spots, however, 
the present situation is considerably 
improved over a year ago. This 
means that both staple and fashion 
shoes are selling at a better pace. 
The big lag and loss this year has 
been in the summer sports and ex- 
treme high fashion shoes. The late 
summer retarded and discouraged 
activity in all price brackets. This 
phase of the business never caught 
up with itself. There were heavy 
inventories of whites for women, 
and of summer sports shoes for 
men. Children’s sales carried along 
about as usual on canvas casuals 
and a few of the staple types. 

However, men’s is get- 
ting back to normal. Sales thus far 
have been divided about evenly be- 
tween black and brown. The latter 
has been picking up in the deeper 
tones. There has also been a stead- 
ily growing preference for heavier 
types of shoes. 

Fashion shoes continue to add 
spark in the women’s divisions. 
There is more activity in color than 
last fall. Green has continued to ac- 
celerate in both suedes and grained 
leathers. This is particularly true 
in the moderate to high price range. 
Plum, currant red, and other shades 
in the red family have also been ac- 
tive. There are more browns selling 
than a year ago, particularly in the 
new russets. A large percentage of 
sales of color shoes are in combina- 


business 
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tions with coordinated handbags. 
Another factor helping the wo- 
men’s business is the good response 
to soft flexible type shoes. This is 
still a comparatively new idea in 
dress shoes for many women. Cas- 
uals are also active, and there is par- 
ticular interest in the soft moc types 
and in the various versions of boots. 


Registers Ring Cheerfully 
As St. Louis Selling Holds 


RETAIL shoe selling in St. Louis 
has stabilized at a high level. The 
pace of women’s and men’s sales 
has stepped up. At present retail 
stores are enjoying that profitable 
position brought on by steady 
round-the-clock selling. 

Black smooth calfskin pumps con- 
tinue to move in quantity in the 
women’s dress category. Very high 
thin heels are running ahead of mid- 
heel pumps for many dealers. Needle 
toes are accepted without question. 
Black not being cheered 
saleswise, nor is reptile. However, 
in mid-heeled dressmaker pumps, 
in combination with smooth 
calf are well received in several col- 
including forest green, olive 
green, brandy, gray and vicuna. 

Early October’s Veiled Prophet’s 


suede is 


suedes 


ors 


Ball stimulated sales of formal fab- 
ric shoes, as well as sales of open toe 
vinylite slings with carved heels. 

Men’s business is currently run- 
ning slightly ahead of this time last 
year for many dealers. They credit 
the increase to the growing popular- 
ity of casual types for all-day-all-oc- 
casion wear; to the increase in 
building trades activity and home 
starts, which has helped step up 
sales of work shoes; and to the fact 
that many men let their shoe ward- 
robes get down to practically noth- 
ing last spring, when so much talk 
of recession was in the air. This 
fall, dealers men are finding 
that they have no carry-over pairs 
from last winter and spring to start 
the with, 
quently coming in for new pairs—in 
some cases multiple sales. 

The nearest thing to a teen-age 
fad in St. Louis and the suburbs is 
the chukka, which is moving well 
both lads and Despite 
weather, many 
girls are wearing these 
low boots with black corduroy Slim 
Jims or bold plaid skirts for high 
football games off-cam- 
pus They plan to the 
chukkas to school, girls say, when 

| CONTINUED ON FOLLOWING PAGE | 
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>| Lord & Taylor 


The Tapestry Pump 


The infinitely painstaking artwork illustrates the equally painstaking craftsman- 
ship of the shoe. The ad says “‘beauty, quality and subsance" before a word of 
copy is read. White space works well. Lord & Taylor, New York (7 cols). 
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cooler fall days set in. 

Although advertised and sold as 
“non-mark pairs are 
“marking like a crayola” and 
ers are getting kick-backs plus caus- 
tic comments from mothers. It is 
interesting to note that in one ship- 


heels,” many 


deal- 


ment of one pattern to a local dealer, 
the carried 
marking heels by actual test, while 
the were 
truly 


sO per cent of pairs 


remaining 20 per cent 
non-mark. The shoes in ques- 
tion were a $12.95 retailer, St. Louis 
made. 

Traffic is good in all local chains 
at present. Some serious shortage 
of personnel has been noted in one 
store branch, 


walking 


suburban department 


with restless women out 
discouraged. 
On the light 


Brothers’ 


Hill 


side, one local 
outlet 
cently reported the theft of one pair 
of $2.99 shoes. A woman 


the store, browsed, then ran out the 


self-service 
entered 
front door with the shoes while the 
manager was occupied at the back. 
The A green Cad- 


illac! 


get-away car? 


Shoe Business Hums 


Along at Minneapolis 
THERE 
shoe retailers in Minneapolis these 
One owner even com- 
that the weathermai 
had been cooperating by holding off 
until 
the 
chain of children’s shoe stores said 
that he some 
weather now that the back-to-school! 
rush is over. 


are few complaints by 


days. store 
mented even 


showers after closing hours. 


However, operator of a small 


could use colder 


Although closed heel and toe was 
the popular style in women’s 
dress shoes, there also was some in- 


most 


terest in the open models, too. Gen- 
erally, suedes were number one, fol- 
calfskins 
the number 
followed by 


lowed by and 


Black 


color 


reptiles 
dress 
fact, 
one department manager commented 
that 
best 
surprise—in 


Was one 


brown. In 


were the 
much to his 
There 
calf- 


sales of brown shoes 


they had been 
several 


both 


years. 


was interest in brown 
skins and reptiles. 

As for heel heights, it was a toss- 
8 heel and 


and 19/8 


up between the high 23 
the 17/8 
heel, 

Stores also reported some move- 


medium 18/8 


ment of colored fashion shoes. Reds 


160 


sold fairly well—not as well as last 
spring, but as well as last fall at 
this time. There was interest 
in grays and taupes. Black also ap- 
peared to be the best color in casual 
Sales of “flats” continued 
good. Brown and_ red were 
good colors in casuals, and there was 
a notiveable interest in Italian styles. 

Men’s shoe business continued 
“at par’ with figures 
normal for this time of year. Basic 
Most department 
owners said it 


also 


shoes. 
also 


about sales 


shoes sold best. 


managers and store 
was 50-50 between black and brown. 
More interest 
brogue types for fall. 


was shown in heavy 
Loafer, des- 
ert sold 


for 


boots and cordovan types 
the back-to-school and 

trade. Collegians also bought 
bucks with red rubber 
ing at $10.95 and $11.95. There ap- 
peared to be no great interest yet in 
italian styles and the new 


toe. 


college 
some 
retail- 


soles 


square 


Volume Achieved Despite 

Re-Ordering Lag at Denver 

BUSINESS in the first part of 
October was brisk at shoe stores in 
the Twenty retailers, 
spot checked, reported gains in sales 
over the same period last year. But 
every shoe retailer interviewed said 


Denver area. 


that they could have sold more shoes 
if deliveries were faster, and if re- 
orders had been available from man- 


ufacturers’ instock. 


sales, 


had more 
our 


“We could have 
but deliveries of basic 
from instock houses’ were 
slow,” declared a leading merchan- 
diser of children’s shoes. Another 
retailer said that they lost sales on 
and leotards “because they 
didn’t arrive on time.” 

However, even in the face of the 
truck strike back-to-school business, 
figured early this month, ran from 
even to about 10 per cent ahead of a 
year ago, the majority of stores re- 
porting gains of 2 to 5 per cent. 


shoes 


very 


boots 


Happy surprise for several large 
retailers, catering to the suburban 
women of. all the gain 
shown in three categories; daytime 
wear in the suburbs, daytime wear 
and after dark 
either place. The new boots both for 
country and city wear, slimmer, soft- 
er and more-gracefully-styled casu- 
als, and the demand for the “ 
color of green in various tones ac- 
for much of the 


ages, Was 


in town wear in 


sleeper” 


counted sales in- 
crease. 

A downtown retailer said that he 
had bought heavily in boots, espe- 
and 


few weeks had to reorder 


cially in naturals browns, and 
within a 
more boots in natural and red. They 
sold in both flat medium heel 
styles, with a popular country wear 
ankle number featuring an upper of 
plaid. lining and a 
ridged rubber sole were featured on 


and 


Jersey 


wool 


a good-selling city wear style. 
Another that 
suedes started strong, they are giv- 


buyer said while 


CONTINUED ON PAGE 164 | 











Introducing Johnston & Murphy 


24.95 TO 32.50 


This ad introduced Johnston & Murphy line to Richmond. Rounded rectangles serve 
well to assure concept of extensive line of shoes. Diagonal position of slip-on ads 
interest. Thalhimers, Richmond (8 cols). 
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WILLITS 
Fine JUVENILE SHOES 


Genuine Goodyear Welts e Cement Process 


The QUALITY LINE 
For the GROWING YOUTH MARKET 


‘Te fastest growing part of the shoe business is the Youth Market. Infants’ 
—Boys’—Girls’—Teenagers’; . . . and its grading up! 

That is why so many retailers are turning to Willits for all their require- 
ments. every style and type they need from one source to serve this profit- 
able trade. 


AT THE FAIR ... or in your store be sure to see Willits first! 


Write for Catalogue and sample styles today 


On Display 
PALMER HOUSE 


ROOM 875 
NATIONAL - 
SHOE FAIR 605 WINE 


toE... 314 to 6 
BtoE.....12% to3 


607 BLACK 


Same. sizes and widths 


RIPPLE Sole 


WILLITS suok company 


HALIFAX, PENNSYLVANIA 


with 
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Baker Reporting craton the abuses disclosed by 
. the McClellan committee. 
from Washington 7 The time to let your senators and 
[CONTINUED FROM PAGE 155] your representatives know of your 

“The bill reported by the Senate wishes on labor reform is now— 

committee (Kennedy-Ives bill) failed while campaign issues are all-im- 

completely to incorporate any of the portant 

NRMA proposals,” the association 

states. “The few amendments to the Merchants in the Washington, D. 

Taft-Hartley act it did contain C., area are pushing a new “get- 

would have severely weakened the tough” policy against shoplifters. 

act. The proposals with respect to They plan to ask the new Congress 

union democracy were merely token next year to enact a stricter law 

measures and would have accom- against shoplifters. 

plished litthe—if anything—toward Such a law could become a model 


A VINYL TRUE BIAS BINDING 


EIGHT YEARS OF EXPERIENCE IN 
MAKING AND CONTINUOUS USE BY 
LEADING MANUFACTURERS WITH 
COMPLETE SATISFACTION IS 


PROOF OF BPB LEADERSHIP | 


REMEMBER ... what BPB does for others 
it can do for you. Take pride in using the dest; 





a trial run would prove interesting. 


now BPB comes 
IN 55 COLORS If you are manufacturing Vulcanized shoes 


you'll find our LPB is made specifically for 


INCLUDING BLACK PATENT your needs. Ask us about LPB, too. 


Me) 
ametican stay company 
mmm —MANUFACTUREBS ASS | PB THE STRONGEST BINDING ON THE MARKET 
v4 
1g ohiame CIAL ST., MALDEN, MASS. 


for new anti-shoplifting laws in 
other communities. 

Shoplifting in Washington, D. C., 
is now costing customers about one 
cent on every dollar of sales, local 
merchants estimate. 

About $12 million worth of mer- 
chandise disappears from local stores 
annually. Nation-wide, shoplifting 
losses are estimated at $100 million. 

What is being sought here in the 
way of a new and tougher anti-shop- 
lifting law is a statute similar to one 
enacted this year by the Virginia 
legislature. This law authorizes: 

1. Merchants or their employes to 
hold suspects for “probable cause.” 
Such detention would not constitute 
arrest. 

2. Store detectives to make arrests 
for “reasonable ground or probable 
cause.” (At present, store detectives 
may arrest only if they actually see 
the suspect leave the store with the 
merchandise. ) 

3. Merchants to be relieved of lia- 
bility for false arrest if they can 
show reasonable cause for believing 
the arrested person removed mer- 
chandise. (Up to now, fear of prose- 
cution for false arrest has kept many 
merchants from getting tough with 
shoplifters and suspected shoplift- 
ers. ) 

The Merchants and Manufacturers 
Association estimates about 750 
juveniles have been arrested for 
shoplifting in downtown Washing- 
ton, D. C., and another 650 adults 
have been convicted of shoplifting 
since May of this year. Many hun- 
dreds more were apprehended but 
not convicted. 


The U. S. government still refuses 
to permit any trade with Red China. 

Britain and other Free World al- 
lies recently decided to loosen still 
further their self-imposed restric- 
tions on trading with the Red China 
government. But the U. S. is stand- 
ing pat on its embargo. 

This is good news, of course, to 
Britain and other Western European 
nations, who fear an excess of com- 
petition in East-West trade. (They 
figure the longer they can keep the 
U. S. indignant at the prospect of 
trading with Red China, the mcre 
they can sell to the Chinese. ) 

The U. S. has agreed with other 
Free World nations, however, to trim 
substantially the list of commodities 
barred from shipment to the 
U.S.S.R. and Red satellite countries. 


Boot and Shoe Recorder 





Bonus 
Retail 
Circulation 


BOOT AND SHOE RECORDER has the largest retail shoe 
store coverage of any shoe publication—15,550 stores every 
issue — 2,658 more than next shoe publication ... a huge 


market for advertisers. 


The 2658 EXTRA retail store coverage represents a big bonus 
market that only BOOT AND SHOE RECORDER covers. In 
terms of pairage (conservatively figured) this EXTRA retail 
coverage represents 31,010,000 pairs of shoes at a minimum 


factory sales value of $112,000,Q00. 


Consider this important fact in your 1959 sales plans to inde- 
pendent retail stores, chain stores, department stores and 


other retail shoe outlets. 


Record 


Just ask your 

BOOT AND SHOE RECORDER 
Representative 

for the facts 


BOOT AND SHOE RECORDER 
is Chestnut and 56th Streets, 
ta ‘Liama, Philadelphia 39, Pa. 


BARRETT & COMPANY INCORPORATED 
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ing way to the beautiful rich color 
leathers, which he predicted will con- 
tinue into winter. Trunk showings 
of some of the country’s leading wo- 
men’s lines in several stores down- 
town the past few weeks contributed 
to the increase in women’s shoe sales, 
particularly in after dark and dressy 
afternoon wear. 

Plain pumps and sling pumps in 
the higher price range, around $20 
and up, were losing importance. In 
the medium-priced range, there was 
a growing demand for low T-straps 
and instep straps in black and green; 
in the lower-priced range, red suede 
pointed toe pumps were selling well 
us were red leather trimmed pumps 
and T-straps with medium heels. A 
check of a number of retailers found, 
however, that in dressy shoes, 23/8 
heels are most popular in the Denver 
“a#rea. 
still 
traps and plain leather shell pumps 
the T- 
buying, in 


Teen-agers are buying T- 
equally for dressy wear. In 
they have been 


black 
black smooth leather T-straps with 


traps, 


quantity, suede and red or 


leather soles. The pumps, selling in 


black or red leather, usually have 


bow trim. 
Men’s 


provement with heavier shoes gain- 


shoe business showed im- 


ing in popularity. 


Slack Fall Prediction 
Overturned at Milwaukee 
THERE 

plaints about fall shoe sales at Mil- 


are mighty few com- 
waukee. Dealers report their earlier 
misgivings about a slack fall season 
have happily proved unfounded. Re- 
cent improvements in the economy 
here 
hit 
have benefited all retailers. 
Back to 


eral points over last year’s figures. 


which was actually not hard 


during the past several years, 


school volume was sev- 
Some stores, however, reported as 


The 
sales action, it was claimed, put in 


much as a 25 per cent climb. 
its appearance a week later than it 
“Most of our 
racked 
began,” 


normally does. back 


to school volume up in 
the 


claimed 


Was 


week before classes 
the 


children’s shoe outlet. 


buyer for one major 
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more 
his 


on latest 
dealer is 


Based reports, 
than one scratching 
head wondering what happened to 
his stock. A lot of holes have been 
eaten in dealer inventories as the 
result of the stepped up tempo of 
sales in the past month. Cautious 
ordering earlier in the season has 
given a number of stores the prob- 
lem of rebuilding inventories to take 
care of their normal demands. 

Number item in ladies’ 
offerings continues to be the pointed 
pump styles. In the dressy items. 
the simple low instep straps are ac- 
for a good share of the 
Slimmer, lower, deli- 


one shoe 


counting 
sales activity. 
cate heels are in accelerated demand 
as the result of higher hemlines. 
Colors are receiving effective pro- 
motion in advertising and window 
displays. Black suedes are the big 
sellers in the fashion salons on Wis- 
consin avenue as well as in the bet- 
ter neighborhood and shopping cen- 
ter outlets. Greens and purples have 
stirred considerable consumer inter- 
Subtle black tints in 
multi-hued shoes, and dark 
such as mulberry are being success- 
fully merchandised for women whi 
desire a versatile extra pair of shoes 
to complement their fall wardrobes. 
Black nylon velvets with straps 
for small girls and pumps for the 
teeners were very big items, as were 
the basic saddle oxford this fall. 
Dirty bucks for the boys moved at 
a strong white bucks 
slipped badly. A good job was done 


est. use of 


shades 


pace, as 





The cocktail boot is a shadow on the 
fashion horizon. The ad indicates inter- 
est. Neusteters, Denver (5 cols). 


on the high school and male college 
levels with burnt ivory tones fea- 
turing strap chukka boots and 
square toe moccasins. Penny loaf- 
ers, after some months of slipping 
in favor of the Italian modes, seem 
to be coming back. Moccasins are 
gaining in importance, men’s 
buyers. 


Say 


Population Boom Reflected 
In San Francisco Shoe Sales 
FALL 


Francisco. 


is good in San 
school 


corre- 


business 
The increase in 
population has brought a 
sponding increase in the demand for 
school and semi-dress footwear from 
students in the grade and 
junior high school brackets, where 
students in the lower grades look 
for sturdy, medium priced shoes, 
those in the junior high school 
group want to appear a bit more so- 
nhisticated and want their shoes 
more “dressy and good looking.”’ 
Fall styles in women’s shoes show 
a great deal of versatility. While 
the dressy black patent pump with 
kigh heel and pointed still 
standard, there is a strong swing 
towards new ideas in dress shoes 
that are fashionable but different. 
To meet this, retailers are 
showing models with slender heels 
in a wide variety of heights and 
shapes, toe decorations and strap de- 
signs of many styles and combina- 
tions, and leathers with many new 
ideas to draw attention to the feet. 
To start the fall season off several 
put on shoe fashion 
The White House featured Capezio 
originals, using ballet dancers from 
the San Francisco Ballet School as 
models and showing a complete va- 
riety of numbers including slip-on 
flats with gay fringes, walking shoes 
with antique gold T-straps, sabot 
scuffs with tops of black ermine 
tipped with white, and slender dress 


upper 


toe is 


shoe 


stores shows. 


models. 

Chandler’s coordinated their 
showing with the opening of their 
new store in New York City, dis- 
playing the same models here as 
were being shown there. 

Among the new ideas being fea- 
tured in other’ shoe are 
brown, gray, white and blue zebra 
designs at $28.95, a split pattern 
black, a suede calfskin, a checkered 
harlequin pattern in royal blue and 
black silk, a flowered satin with 
jewel colors on black or navy, and 

|CONTINUED ON PAGE 186] 
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gives you all the carefully selected colors 


SPECIAL found in hand-made Western boots — 


YiscouNnr now available at popular prices, and... . 


see ALL STYLES 
Serna >> ALWAYS <\< 
IN-STOCK 


WHY RISK LOSING SALES when you can get immediate shipment from the longest, most color- 
ful Juvenile Cowboy Boot line in the country? 














You must HAVE boots to SELL boots — and COLOR sells the young ‘‘cowboy’’. The Q-D line 
offers you a choice of 99 colorful styles, popular-priced to give your customers honest value, 
and IN-STOCK now for the big selling season ahead. 





ORDER your Q-D Brand Cowboy Boots now — start selling them now! 


Style 6008 


Genuine Kid Top : Style 417 
3-color underlay 


Fancy Stitched 
Also Round, ROOM 944 Also Square, 


Pointed Toe PALMER HOUSE Pointed Toe 


SEND for Catalog and 
Dealers’ Price List TODAY 


QUINN | & DELBERT BOOT MFG. CO. marisoro, mass. 


Specialists in the manufacture of fine juvenile boots 
Juvenile COWBOY Boots ... © CHUKKA © WELLINGTON ° COMBAT © ENGINEER Boots 
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High fashion 
foresees the new 
high-cut shoe... 


made possible, practical, 


and perfectly beautiful 


with linings 


elasticized with LAS TEX 








Lastex elastic yarn is vital to new shoe design. For the finest, lightest, softest leathers backed with the proper 
weight of Lastex-woven fabrics create new concepts of shoe-crafting and make possible the most fluid kind 
of fit and lasting comfort. To help you with your designs, we invite you to consult with Alfred Vamos, 
inventor* of the elasticized shoe, for his valuable advice on this use of Lastex. Write or visit Alfred Vamos, 


Inc., 47 West 34th St reet » New York Fs *U.S. Patent Nos. 2, 184, 261; 2, 184, 772; 2, 269, 923 assigned to United States Rubber Company 


TEXTILE DIVISION 


US United States Rubber 


kefeller Center, New York 20, N. Y. 
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Chicago 


THE National Shoe Fair in Chicago naturally has top 
priority throughout the shoe trade just now. The atmos- 
phere in this area is one of considerable optimism and 
anticipation. Business prospects are more favorable than 
they were a year ago, and certainly business is more stable. 
The general improvement in the economic situation has 
included the shoe business, and has resulted in improved 
and clean inventories. Weakest and _ softest 
were in summer whites and sport shoes. which suffered 
Better activity in staples 


sales spots 
from a late, and cool, season. 
and current shoes has helped recover this loss. 

Whether current optimism fulfills itself in heavy orders 
at the Fair remains to be seen. But this much is certain. 
Advance registration of retailers 
tendance. Buyers in this area say they intend to place at 
least normal requirements. However, there is strong evi- 
dence that many of them won’t work much more than 90 
days ahead. 
There has been a growing tendency during the past few 
years to want new shoes in at least every 30 days. The 


indicates a heavy at- 


A good share are going to hold it to 60 days. 


ordering pattern is changing and it is bound to affect 
buying done at the Shoe Fair. 

Thus, the Fair will probably be marked by more in- 
terest in at-once and in-stock orders than past shows. De- 
lays in confirmation of orders for fall shoes resulted in 
late deliveries—some as much as 15 to 20 days. Some re- 
tailers are running short on shoes and are hungry for ship- 
ments for November and December delivery. 

The style picture isn’t very well defined at this point. 
But, fashion retailers at least, indicate they will be inter- 
ested in color—greens, bright and vivid blues, the lighter 
and neutral browns. They will be interested in new trim 
treatments and details. They will pay more attention to 
construction details. This means unbreakable heels. flexi- 
bility. materials. 

The general feeling is that retailers will stick with es- 
tablished brands. despite price increases. This is catering 
to customer preference for known brands. They may add 
lower price lines just to keep themselves covered. 


New York State 


Most upstate New York shoe factory men noted an up- 
surge in orders and production last month. The business 
revival was strongest in women’s lines: least noticeable in 
men’s shoes. 

In some instances. factories making women’s shoes were 
working overtime to catch up with rush orders. This was 
due to the gradual depletion of manufacturers’ stocks and 
the increasing need of many retailers to fill inventory holes. 

Slowness of retailers in placing their first orders for fall 
and winter also led to the relatively sudden demand for 
shoes. Reorders have not been a very hig source of busi- 
ness, one manufacturer reported. 

While men’s business has not been brisk, there has been 
an encouraging upturn in work shoes, including safety 
types. This is believed to be the result of slowly increasing 
employment in many parts of the country. It has meant. in 
turn, the rehiring of some workers in plants making these 
shoes. 

Sales executives of some of the major shoe producers be- 
lieve that the signing of automobile labor contracts in De- 
troit will be a powerful stimulant to retail trade and will 
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help to make the coming season a much better one. 

But shoe manufacturers are counting even more on stvle 
right lines of footwear to roll up higher sales for the coming 
year. In an effort to make the most of rapidly changing con 
sumer tastes and wants, some shoe manufacturers are show 
ing an unusual willingness to experiment with styles which 
they formerly considered uneconomic and risky. They are 
showing a similar exploratory tendency in a search fot 
better and more economical production methods. So it now 
appears that the recession of the past year has brought 
about a tightening up and improvement in several aspects 


of shoe manufacturing. 


Los Ange les 


Bi SINESS in the Los Angeles area continues on a very 
increase. Some manufacturers are keeping 
There 


slow steady 


even and some are ahead of last’ year. haven't 
been any really drastic ups or downs. 

The change-over to the cooler fall weather here on the 
Coast has put the public in a buying mood and pulled 
the retail market out of the doldrums of Indian summer 
Two and three pair purchases are on the inerease. All 
this has started the re-orders back to the factories. 

Some of the women’s shoe manufacturers, with an eye 
to reduced costs, have turned a portion of their plans lo 
the use of fabrics for styles. The 
new overall prints and wide range of solid colors in linen 
jute and silks offered by the suppliers have been getting 
the nod of approval. 

The use of dyeable white is believed to be a good item 
to induce the purchase of the extra pair of shoes this 
spring. These are to be dyed by the retailer at the re 


quest of the customer. It is hoped this will stimulate the 


their spring-summer 


desire for a pair of shoes for each costume. 

There is a strong call for casual footwear in glove type, 
moccasins and novelty flattie pumps with cushioned soles. 
The increase in the orders is due to the fall purchases of 


slacks. capris and cool weather casual clothing. 


St. Louis 


Labor contract negotiation 
the National Shoe Fair face St 
at present as the three vital topics. 

The Boot & Shoe Workers Union and the United Shoe 
Workers of America are minimum 


$1.25 per hour on a one-year contract in current negotia 


increased shoe prices, and 


Louis shoe manufacturers 


requesting a rate ol 


tions with International Shoe Company. Since results of 


the talks 


dustry. shoe men are watching development with intense 


may become the national criterion for the in 


interest. 

The unions are seeking other benefits. including sever 
ance pay for workers involved in plant closings: eight paid 
holidays over the present six; more liberal vacation sched 
ules in time and qualifications: and a more generous health 
and welfare plan. International's contracts expired on Ov 
tober 1, with Brown Shoe Company's date about one month 
later. 

In-stock departments continue to be busy. with retailers 


Women’s dress 


and 


requesting faster and faster fill-in service 
shoe houses are finding mail orders at a peak now 
their fall business is about equal to or slightly ahead of 
Soth women’s and men’s retail business 
PAGE 170 


last year’s figures. 
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Action Windows and a Coffee Bar 


A SERIES of action windows and a coffee bar have helped 
Jerry Rellihan, manager of the men’s shoe department in 
the Louvre Shoe Store, Salina, Kans., give his department 
identification with the public. The men’s department was 
added to the Louvre store only recently, after the store 
had become known as a women’s shoe center. 

The men’s department is completely separated from 
the women’s by a partition that extends the full length 
of the store with only a narrow doorway connecting the 


two departments. Heavy dark stained wood is used for 


wall paneling, for the chairs and for the doors into the 


stockrooms. The chairs are severely masculine, large 
enough to accommodate big men, and all “fripperies” are 
avoided. 

“There were few problems inside the store.” Rellihan 
said. “But we soon found that there was a serious problem 
in the window display area, which was too small to gain 
any notice from the passing public. Our display window 
is only about six feet wide.” 

The narrow window meant that only passersby who were 
specifically in the market for shoes would be likely to 
notice the display. To overcome this, Rellihan used action 
displays to an extent never before practiced in Kansas. 

During May, for example, the narrow Louvre window 
held a rising and falling space ship, a tiny figure peddling 
back and forth on a unicycle along a tight rope, a series 
of revolving placards and a ferris wheel, all in motion at 
Rellihan feels that such bustling activity will gei 
attention than the handsomest non-moving display 


once, 
more 
ol shoes. 

talk about the 
invested $50 in a 


customers would 
Rellihan 


which is rolled from seat to seat and 


that his 
mens department, 


To insure 
Louvre 


portable coffee bar 


PACIFATE 


Preserves leather from drying and cracking 
Retards holes in lining 
Keeps shoes from getting out of shape 


Prevents bacterial decay, 
mildew and odor from perspiration. 


That’s why more and more consumers buy shoe 


with the PACIFATE tag. 


Used by leading manufacturers of men’s, women’s, 


children and babies’ hoe 
OTHER FAMOUS PACIFIC MILLS SHOE LININGS: 
PACITWIN 


PACIDURA — non-fray, shrink resistant, cotton lining 


two-in-one, flannel and drill wrinkle-free lining 


serves from 100 to 150 cups of coffee a week. The equip- 
ment consists of a two-level caster-wheeled table, a bright. 
chromium coffee maker, a powdered cream dispenser, 
sugar cubes and an over-size electric cord which keeps 
the coffee perking while the bar is pushed from one chair 
to another. A sign in the window says, “We invite you to 
enjoy our new coffee bar.” 

The coffee bar has proved a good piece of public rela- 
tions and it also prevents walk-outs, Rellihan says. On 
busy days when there are more customers than the sales- 
people can handle, an invitation to “serve yourself” calms 
impatient feelings. 

The men’s department is now doing 25 per cent of the 
Louvre store’s volume. The comment that Rellihan hears 
most often is. “Is this the men’s shoe store that serves 


coffee?” 


‘ 


An odd way of selling shoes was practiced by a man 
named Silas Alden of Randolph, Massachusetts, in the 
18th century. He hired journeymen and apprentices to 
make shoes to the order of special customers. He also had 
them make up extra shoes, which he sold in Boston by 
auction, to the highest bidders. He transported the shoes 
from Randolph in saddlebags, as he traveled to the city 
on his horse. 


A patten was a 17th century overshoe, usually made of 
wood. It had a ring of iron attached to its bottom, so that 
the wearer's foot did not touch the ground. Its prime pur- 
pose was the same as that of the rubber overshoe of today 

keeping a lady’s footwear dry. Consequently, she always 
wore them when she knew the ground would be wet or 
muddy, and them by buttons, 
buckles (according to the prevailing mode of the moment), 


secured either laces or 


which were in turn attached to leather straps. The wooden 


soles came in a variety of styles. 


PACITEEN — especially for slippers, dyed suede finish lining 


is the ONLY lining ever approved by The National Foot Health Council 


PACIFIC MILLS DOMESTIC CORP.,an affiliate of WAMSUTTA MILLS, Dept. P12,1430 Broadway, New York 18,N.Y. 
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Direct Mail Effective, So International Offers Program 


ST. LOUIS—Direct mail rates as 
the most effective advertising me- 
dium at the retail level, according to 
a selected group of dealers surveyed 
by International Shoe Company. They 
placed television second. 

A new direct mail program, an 
outgrowth of this survey, has been 
set up by International and made 
available to its customers, it was 
announced by A. L. Johnson, adver- 
tising director. 

By subscribing to a minimum of 
three out of six mailing pieces pre- 
pared by the company, each dealer 
can send selling messages carrying 
his store imprint directly into the 
homes in his trading area. Included 
in the six mailing selections are a 


four-color back-to-school mailer, two 
mailings for men, one for women, 
a jumbo postcard for children and a 
complete family mailing. Specific 
shoe styles which the dealer wishes 
to promote in his area are featured 
in the mailings. 

The new program, carried out in 
conjunction with R. L. Polk Com- 
pany of St. Louis, direct mail firm, 
can be pinpointed to any given area 
selected by the retailer. Once the 
neighborhood is determined, the Polk 
Company handles the remainder of 
the operation. This includes supply- 
ing names and addresses of residents 
in the area, stamping and mailing. 
If the dealer so desires, he may fur- 
nish his own mailing list or a list 





Expenses 

[CONTINUED FROM PAGE 117] 
cost. Yet it is for many a small busi- 
ness. And the only answer is to con- 
centrate everlastingly on ways and 
means to make every dollar of selling 
cost chase home more and more 
dollars of sales. 
> Expenses are a growing problem to 
all retailers: certainly no less to shoe 
men. The balance among Expenses, 
Turnover, Margins, Sales and Profits 
is a delicate one. 
Some of the most successful retailers 
that the attack 


expenses is by planned programs which 


have found way to 


never let up over the years. There is 


no magic way. And the retailers will 


find that by grinding away intelli- 
gently at his expenses, he makes him- 
self less dependent on high Markups. 
He may then be in a position to use 
some of that Markup to go after extra 
business. If successful, his expense 
ratios Come down. still further. 
> This is not a dream cycle! It has 
been worked by any number of good 
stores. But the emphasis has always 
been on work and unremitting con- 
tinuity. 





The figures in the table below are 
from the All Stores Table of the 1956 
edition of the “Departmental Merchan- 
dising and Operating Results,’ pub- 
lished annually by the Controller's 
Congress of the National Retail Mer- 
chants Association, New York City. The 
report is available to the public. 





M.O.R. REPORT ON SELLING COSTS 
Twenty Selected Departments 


SALESPEOPLE'S 
SALARIES 
PERCENT NET SALES 
6.7 
7.7 
5.3 


DEPARTMENT 


Total Store 

Piece Goods 

Household Textiles 

Toilet Articles, Drugs 
& Sundries 

Jewelry & Silverware 


Handbags & Small 
Leather Goods 


Millinery 
Hosiery 
Women's Shoes 


Children's Shoes 


5.9 
7.0 


} 
8.8 
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SALESPEOPLE'S 
SALARIES 
PERCENT NET SALES 
5.4 
6.4 
eld 
6.2 
6.4 
8.2 
5.4 


DEPARTMENT 
Coats & Suits 


Dresses 

Girls’ & Infants’ Wear 
Men's Wear 

Boys' Wear 

Men's & Boys’ Shoes 
Furniture 


Domestic Floor 
Coverings 


Radios, Phonographs 
& Television 
Major Appliances 


6.2 


5.4 
6.7 





of rural routes and box numbers. 

International rates the new direct 
mail program relatively inex- 
pensive method of aiming the deal- 


er’s selling message directly at the 


asia 


prospect. 


Actual-Color Ads Push 
Chicago Shoe Sales 


CHICAGO—Shoes 
item in a top-quality, high-fashion 


There’s proof of 


are a major 
department store. 
this in the recent newspaper adver- 
tising program of Marshall Field & 
Company here 

A number of pages, 
full-page black and white presenta 
tions and half-pages have been de 
These have shown 


actual-color 


voted to shoes. 
shoes coordinated with ready-to-wear 
and other accessories as well as shoes 
exclusively. 

Particularly effective have 
those advertisements presenting 
their color. A full 
page devoted to green shoes, 
describing them as the 
nished colorings for fall °58.’’ Plush- 
and 


been 
shoes in actual 
was 
“new bur- 


ly brushed suedes glowing 
grained leathers in a wide variety of 
patterns were included. 

The new russets, described as the 
fall °58,” 
with 


bonfired colors for 
featured to 


“electrify black and brown.” 


“new 
were wear colors 
and to 
Currant red accessories were the sub 
ject for another page, which also in- 
cluded a deldi-finish suede shoe. 
Shoes have also played a promi 
role in fashion coordinated ad 
One full page 
vided between the softened silhouette 


nent 
vertisements. was di 


in dresses and slender shapes in 
shoes. The latter were suggested “to 
complement the softened look of this 
new season.” 

Also distinctive was the coordina 
tion in a full-page advertisement of 
specifically for 
casual full 
stretch stockings in a wide selection 
ef colors were shown fot with 
little heel 

look.” The 


tions were suggested for wear with 


hosiery and shoes, 


wear. Helenca length 
wear 


casuals and shoes for a 


“new at-ease combina 


skirts, sweaters, Bermuda shorts and 
other casual costumes. 

Field’s has also been running halt 
page or larger 
shoes almost daily. 
definite motif, 
black shoe, the costume shoe or little 


advertisements of 
These all have a 
the 


fashion such as 


heels. 





HOUSE 


ROOM 


804 


NATIONAL 
SHOE 
FAIR 


it’s YOUR bread and butter business! 


YOur r00% 


Openings for Deal- 
ers in All Areas at 
this time. 


MUSEBECK SHOE COMPANY 


You know those “bread and butter cus- 
- The ones you see year after 
year. Why? 


You've pleased them with shoes that 


tomers” 


They're devoted to you. 


are vitally concerned with fit and com- 
. kept them 
to work 


fort ... not just fashion. . 
happy on their feet... ‘ 
They're walking 
They 
never let you down and you never let 


to play . to live. 


advertisements for your store. 
them down. They wear dependable 
Foot-so-Port staple comfort shoes. Get 
your share of “bread and butter” cus- 
tomers with Musebeck’s Foot-so-Port 
and new Double Arch Shoes. 


Murebeck 
FOOT-so-PORT 
SHOES 


INTRODUCING 
another great line by Musebeck! 


Now ... Five of the finest lasts ever 
designed for the basic comfort field. 
Men’s and Women’s straight insole 
long counter shoes. Inflare, straight 
and outflare modified combination 
lasts. One quality of construction 
the best from one source of sup- 
ply specializing in staple footwear fox 
over 30 years. 


OCONOMOWOC, WIS. 


Manufacturing News 
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picked up at the end of September, while children’s eased 
off from its school-opening volume days. It is expected that 
the possibility of price increases may have the effect of 
snaring volume orders from retailers who want to jump the 
price gun, primarily on children’s basics. 

All producers are putting the final touches on their 
spring style presentations due to make their debuts in 
Chicago late this month. For men, the slim, flexible com- 
fortable trend is predicted to carry through strong for 
spring, with sleek handsewn slip-ons dominating selling. 
In women’s pairs. shaped heels lower than 14/8 are ex- 
pected to be introduced widely in the middle price range 
lines. Women’s dress pairs will be opened up in new ways 
tor spring. Both green and bright pinks are pointed to as 
strong color leaders for women. 

General Shoe Corporation has leased the footwear sec- 
tion of the new Government Employees Merchandise Mart 
on a highway location in suburban St. Louis. All General 
brands are reportedly carried there. The mart is an ad- 
mission by card only operation, with all merchandise. appli- 
ances, furniture. apparel and the like sold at discount rates 
The mart, known as GEM, is not open to the general public. 


The Store Is Lively 


GOLDEN, COLO.—*T stress fit. 
Maybe that’s the most important factor in 


I'll pass up sales to 
get the right fit. 
this shoe store’s success story.” commented Charles FE. 
Bilstein, owner and manager of Jimmie’s Shoe Store here 
for the past 19 years. 

But good fit is only one reason for the constant growth 
of this store in a little city of 10,000 population, almost 
on Denver's western edge. Golden is the site of the famed 
Colorado School of Mines and is the last stop before the 
“big climb” up into the mountains. Therefore, the store, 
like the city, is lively—-with many students from all over 
the world and tourists. too, making up a good percentage 
Farmers, miners, sportsmen, brewery- 
Jimmie’s Shoe Store, for Mr. Bil- 
stein carries six to twelve 30-second and one-minute spots 
daily on Radio Station KGOL. 
each week to emphasize certain shoes or “the friendliness 
of the west” to be found at the store. or to cite the wide 
stock of widths in men’s lines, from B’s to G’s. 


of the shoe trade. 
workers know about 


The spots are changed 


Excellent interior arrangement of the store, with a thriv- 
ing shoe repair shop across the rear, is another reason for 
the store’s popularity. The shoe repair shop, says Mr. Bil- 
stein (known to the townspeople as Jimmie, the name of 
the original owner) brings in 15 per cent of his shoe-buy- 
ing customers. Men’s business, including boots for mine 
students, hunters and miners, dress shoes and work shoes, 
makes up 50 per cent of total shoe sales. The rest is in 
children’s, women’s casuals and inexpensive 
shoes, and accessories. Chairs are placed in friendly 
groupings around the store with shoes on display all about. 
The cashier’s desk. located at the right center of the shop 
is flanked by a shoe polish bar, belt and sock bars. The 
entire arrangement provides for an easy flow of traffic with- 
out any customer, going, coming, buying or “browsing,” 


teen-agers , 


getting in another's way. 

The store’s location, too, is important—on Washington 
Avenue, the main thoroughfare, and almost under the city’s 
overhead arch which says, “Howdy Folks—Welcome to 
Golden Where the West Remains.” 


A sign reading, “People who enter this church are re. 
quested to take off their pattens,” was still posted in a 
church near Wisbeck, England, in 1900. 
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Boots and Shoes at 8000 Feet 


GRANBY. COLO.—Merchandising and advertising must 
be planned on a different scale when a retailer has his 
boot and shoe operation in a resort town high up in the 
Rocky Mountains. But if he aims at all the different kinds 
of potential customers and chooses lines for all four sea- 
sons. his success is assured. Such an operation is that 
found here at the Trading Post, where Francis Jenkins 
and Charles Fulk are partners and managers. 

“Granby. altitude 8.000 feet, is 87 miles west of Denver 
on U. S. Highway 40, is in the heart of the West's Cow 
Country and is just 14 miles north of the Grand Lake 
gateway to Rocky Mountain National Park. We certainly 
took in the advantages of this location when we took over 
the Trading Post operation 12 years ago,” said Mr. 
Jenkins. “More dude ranchers make their headquarters in 
this area than any other place in the state and 30 of the 
top spreads outfit their guests at the Granby Trading Post. 
We emphasize brand names. and we suggest boots, shoes 
or moccasins when they buy shirts or jeans or hats.” 

The store buys for entire families. watching carefully 
the numbers of men. women, boys and girls who visit it. 
As one approaches within 20 miles of the town on either 
U.S. 40 or 34. he sees large signs advertising boots, moc- 
casins or sports wear available at the Trading Post. There 
are 17 such signs. merely stating the words, “Boots 
Justin.” or “Boots Acme” or “Western Boots” or *Moc- 
casins—Kaibabs” and the name beneath, “Granby Trad- 
ing Post.” 

The Trading Post proprietors work in cooperation with 
Gperators of the guest ranches. who advise their clientele 
to wait until they reach Granby before buying their rid- 
ing. climbing. hiking or fishing wear. Cooperation is will- 
ingly given. for mountain roads are rough and_ station 
Wagons or jeeps are limited in carrying baggage when 
guests are met at airports, tourist centers or railroad sta- 
tions. The back cover of a “Life’-size glossy print maga- 
zine. “Sky-Hi News.” published by Granby County  busi- 
ness men and with nation-wide circulation, always carries 
a full page ad for the Trading Post. The picture of the 
store front. a typical western cow town one-story building. 
centers the ad. and shows clearly the trade names in six- 
foot high letters across the store front: “Pendleton, Levi. 
Justin. Stetson.” Lower in the ad, brand names of moe- 
casins. shoes and boots are listed. 

“While 50 per cent of our clientele is not local. we 
don't forget to remember our repeat customers. the local 
trade and the working ranches nearby.” said Mr. Jenkins. 
“We advertise in the local paper and we emphasize friend- 
liness and service with our local citizenry. While we could 
charge higher prices than retailers on the lower elevations, 
because of our having to haul our merchandise so far, we 
don't do it. We follow the suggested price and are sue- 
cessful.” 

Hunting boots are not saved for the hunting season but 
are pushed through the summer for mountain climbing 
and hiking. When the winter snows come, instead of 
“sitting back and taking life easy” as many summer tour- 
ist center retailers do, Messrs. Jenkins and Fulk push 
for the ski trade. A big seller the past few winters and 
one that has added profits to their winter business is a 
Norway import, a Mukluk type after-ski boot made of rein- 
deer hide, with the hair going back on the sole so that the 
wearer sannot slip on ice or snow. It retails at $14.95 and 
is in constant demand by skiers. 


Horses even wore pattens in Northampton, England, in 
the early days, because farmers found them particularly 
practical when the country roads were slushy after heavy 
spring rains. 
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Seamless 


TRIMTIGHTS 


100% stretch nylon tights in unique cable or pebble 
patterns. In the season’s most wanted colors — for 


prompt delivery. Hottest line of tights and socks. 


Write now for the new Trimfit Catalog. 


Empire State Bldg., New York 1, N. Y. 
Los Angeles, 1047 South Grand Ave. 
Offices also in Boston, Chicago, Dallas, 


Trimfit Hosiery Mills 


Philadelphia and Toronto 
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since 1830 makers of furniture for 


Profile: A. B. Cohen 
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was when he convinced his girl to 
marry him. But beyond that... and 
he emphasized 
honest, en- 


more seriously 
the for 
thusiastic selling 


need sincere, 
rendering a 
service rather than talking someone 
“In modern selling, 
especially, one must have fresh ideas 


into an order. 
and devote at least 75 per cent of 
the selling hours to giving dealers 
on how to move mer- 
chandise off their shelves; the rest 
of the time .. . 20 to 25 per cent 

on how to put it on the shelves,” he 
said. Think and act quickly .. . 


ammunition 


add 
a dash of audacity and adventure 
was his helpful advice. 

The turning point in A. B. Cohen’s 
back the 20’s, 
he was selling shoes on the road... 
and he converted a cold “turn down” 
first He had 
called on every store, but one, in a 
nearby coal-mining town during a 
It 


shoes. 


career Was in when 


into his big order. 


strike; and had no success. 
to sell 
When he came to the last shop, he 
Through 
the 


Was 


just impossible any 


hesitated before going in. 


the open door he could hear 
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THONET INDUSTRIES, INC. 
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One Park Avenue, New York 16 N 


SHOWROOMS: NEw YORK, CHICAGO, DETROIT, 
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harassed proprietor voicing his opin- 
ion, in no uncertain terms, about all 
salesmen in general. Out came the 
dejected culprit ... glad to get away 
from the glowering shoe merchant. 
Now it was A. B.’s turn! By the 
simple expedient of quick thinking 
and a little audacity, he diverted and 
finally won the man over. He didn’t 
even try to show his line of shoes. 
Instead, he told the proprietor he 
wanted to buy a pair of shoe laces 
That outlay of five cents was the 
investment in the future that 
he could make. It opened the door 
to conversation, of 
problems, some to 
solutions; and finally resulted in a 
substantial order. The fine friend- 
ship and business relationship that 
started way back then, has endured 
through the years 
and 
prietor. 


best 
an exchange 


suggestions as 


even to the 


grandsons of that 


sons pro- 

“Selling is the dearest subject to 
my heart,” says A. B., “and it should 
be to every one... because nothing 
ever happens at any level until some- 
body makes a sale. Selling is neces- 
sary in every phase of life and what- 
ever the goal. You sell from the 
minute you are born. Take an in- 


fant its cries for the things 1t 
wants or needs are communicated 
to the mother .. . they are the sales 
pitch at the very start of existence. 
Enthusiasm in selling is one of the 
greatest assets. Any kind of sale, at 
any level—retailing, manufacturing, 
wholesale—must have enthusiasm. 
A without enthusiasm like 
romance without a kiss; and I mean 
enthusiasm from within. A lot of 
people put on a show of enthusiasm 

a veneer; but it quickly wears 
off if it isn’t the real thing. 

“A large percentage of lost sales 
could be saved through better selling 
and it is my feeling 
row and for always—that top man- 
agement must set the Top 
management must furnish the vita- 
mins, the know-how and the enthu- 
siasm to their sales force. These qual- 
ities, communicated to the 
personnel and, through them to the 
consumer, become the magnetic force 
that results in the successful 
transaction and check. Enthusiasm 
is the tool in the salesman’s hands 
that can overcome many 
and can change the consumer’s NO 
to YES. 

“There is too much time spent in 


is 


sale 


today, tomor- 


pace. 


selling 


sales 


obstacles 
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many department and retail stores 
on detail work, which takes a buyer 
or manufacturer away from the sell- 
ing floor for too long a period. A 
good deal of this work can be done 
by others and more time should be 
devoted to educating their sales 
forces to do a better selling job... 
which leads me to another of my 
favorite topics. There is a need for 
specialized, experienced sales people, 
it is true; but until shoe selling is 
regarded as a profession—the same 
as medicine or law . when shoe 
selling becomes a career that people 
point to with pride then, and 
then only, will you find the right 
people to do the selling job.” 

A. B. Cohen has some very definite 
ideas on other important subjects. 
Chiefly, he believes strongly that 
American manufacturers and 
retailers should start to “blow their 
own horn.” They should begin to 
point up American influence and in- 
genuity promoting American 
fashions rather than stressing the 
foreign styles. 

“If there is one thing which we 
in America do than anyone 
else,” he says, “it is that we make 
the finest fitting shoes in the world. 


shoe 


better 


We have lasts and the size ranges 
. and the people abroad want our 
techniques, lasts and measurements. 
I think it is high time that manu- 
facturers and retailers took pride 
in their product and put the spot- 
light on American influence 
American ingenuity.” 

There has been a good deal of talk 
the infinitesimal 
per capita shoe consumption in the 
United States, despite the growing 
population, and A. B.’s remediai sug- 
gestion is a simple one: “It may be 
au way to increase the sale of shoes 
women’s children’s—at 
any level, regardless of price. Man- 
ufacturers and retailers tried 
everything else . . . new silhouettes, 
new materials, new heel heights... 
without budging or nudging 
the per capita statistics. Why not 
try a program that puts the empha- 
sis on health? There isn’t anything 
people won’t do from a health stand- 
point. As an example... look at the 
toothpaste field. Every time a new 
toothpaste comes out there is a loud 
hullabaloo about the health advan- 
tages. ‘Prevents tooth decay. Makes 
teeth stronger... last longer.’ 

“In shoes, the health aspect could 


and 
increase in 


about 


men’s, and 


have 


even 
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a 


Ps 


Cambridge introduces the most sure-footed soles ever made 


very well be emphasized by the fact 
that it isn’t sanitary to wear the 
same shoes every day. Practically 
all men, women and children change 
their 
shirts and cloths every day; 
their 


socks, stockings, underwear, 
why not 
shoes? must be 
told that foot 
portant. They 


that the way to maintain foot health 


The public 
health is 
must be 


vitally im 


informed 
is to change their shoes every day 
and for that they need a wardrobe 
No the 
same pair of shoes two days in suc 
As 
turers and retailers have tried other 
ways, without 
Perhaps this idea could help.” 


of shoes. one should wear 


cession. I said before, manufac 


too much success 

A. B. Cohen has served his fellow 
man well the He 
been kind, generous, philanthropic 


over years. has 


He has been a member of the board 
of the Hospital in 
nati for the past fifteen years; also 
HUCJR 
Institute of 
participates 


Jewish Cinecin- 


a member’ of Hebrew 
Union College, Jewish 
Religion.) He actively 
in all community and civic affairs 
This vear he adds still another im 
portant notch in the long list of his 
He is chairman of the 
CONTINUED ON PAGE 175 


endeavors. 


the work shoe earns its stripes... 


NEW VUL-CORK C957 and 
VUL-CORK C57 NEOPRENE SOLES 


with deep 


chevron tread now added to the built-in, skid-resistant qualities of 


Vul-Cork’s cellular cork particles 


Lightweight, resilient and flexible, these new soles are insulated for winter 


warmth and summer comfort 


and constructed for long and rugged wear. 


Vul-Cork C57 is designed to fill the usual work shoe needs .. . 


while Vul-Cork C57 Neoprene is especially recommended for surfaces 


where heat, oils, greases or chemicals tend to damage ordinary soles 


Yes, wherever there’s room for improvement in work shoe soles, 


you'll find Cambridge working to stay the best. 


Vul-Cork Sole Division, Cambridge Rubber Company, Taneytown, Maryland 


” VUL-CORK & VUL-CORK NEOP 


So light, so flexible, so resilient... you can roll them up inthe palm of your hand 





Ways to Bring 
in New Feet 
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certificate tor 21.00 to be deducted 


from the first pair of shoes. Parents 


are very impressed by your thought- 


fulness. It has been tound that when 


the first pair of shoes is purchased in 
your store you have a regular custo- 
mer for many years to come, provid- 
ing you take proper care. of this 
business, 


© Send children. 


birthday cards to 
Phey love it. A certificate for a small 
the ave of the child, 


is usually enclosed with the card. The 


eift. suitable for 


vift must be picked up personally al 
the Many 


a credit slip for $1.00. or $2.00 as a 


store, stores have enclosed 


eift certificate that is redeemable 


within the year. This is an excellent 
promotional stunt, 
© Check-up 


alter 


notices for children’s 


alway 3 
track of 


and can only tell that it is time for 


shoes three months are 


effective. Parents lose time 
new pair of shoes. or even a check-up. 


when they receive the check-up notice 


FAITH FUL 


SHOES OF QUALITY 


— , ° 
Freoreacd sot jlabea Sittie (IOS 


They are usually very grateful for it. 


® Lse care, courtesy and truth in 
selling. 

When you are unable to make a 
sale to a customer . . . express regrets 
and make the customer feel at ease. 
the feel 


ubligated to buy the shoes, she will 


If you make customer 
never return to your store for another 
pair. 

® Make your store an attractive place 
to shop in, 

® Make good use of suggestion and 
multiple selling. With the same fixed 
overhead it is increase 
the 


pairs or even higher priced shoes. For 


very easy to 


size of a sale by selling extra 
example. if a dress shoe is sold, the 


for 


merchandise 


salesperson can suggest a 


Related 


pair 
sportsweal ° 


should always be suggested after a 


pair of shoes is sold... push slippers. 
handbaes. hose. polish or trees. 
® Handle complaints properly and to 


the satisfaction of the customer. 


Remember. only the good custome 


complains. She gives you an op- 


portunity to rectify your errors. If a 


FROM ANY ANGLE! 


These are but a few of more than 


Fifty Proven Styles carried 


IN STOCK THE YEAR ROUND 


(“Buy one pair or one hundred’’) 


WINCHELL SHOE MFG. COMPANY, Natick, Mass. 





ALL 


*8.95 


RETAIL 











customer does not bother you when 


anything goes wrong then you 
have lost a customer. Therefore, be 
grateful for complaints. 

¢ Credit selling. 

This has become an important factor 
in all retail selling. In fact, over 60 
per cent of sales made in all depart- 
ment stores are made on the basis of 
credit. Its use makes buying easier for 
the customer and increases sales in the 
store. Buying on credit today is no 
longer stigmatized as the recourse of 
those who are financially embarrassed. 
It is a common way of doing business. 
If credit is to be considered, thought 
the financial 


must be given to 


structure of the store . you can't 
eive credit if you do not have enough 


Many 


financial 


working capital. stores have 
institu- 
the 
the 


\ssocia- 


aid from 
tions. At a 


Stores 


Retail 


received 
recent meeting of 
Division of 


Merchants 


Smaller 
National 
tion a plan was presented to show how 
work with the 


and the actual contract with the bank 


the bank can retailer 


Was show n. 


} 
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The use of REVOLVING CREDIT 
has become very important today. It 
gives continual credit to the customer 
as long as the debt is being paid off. 
For example, if the customer can pay 
$10.00 a month towards paying off a 
debt, the store usually will extend 
$60.00 worth of credit which the 
customer can take advantage of im- 
mediately. As $10.00 is paid off 
monthly, another $10.00 worth ‘of 
credit is immediately granted. This 
continually revolves so that the custo- 
mer is always paying off the debt 
while continually getting credit for 
the amount being paid off. There are 
usually late charges when payments 
are made after they are due. 

It should be the goal of every 


store to be constantly on the lookout 


for new ways to attract customers and 


to use the old-fashioned ways of keep- 
ing them. Constant growth will result 


in added profits with fixed expenses. 


Profile: A. B. Cohen 
| CONTINUED FROM PAGE 173] 


National Shoe Fair... the annual 
industry show sponsored by the Na- 
tional Shoe Manufacturers Associa- 
tion and the National Shoe Retailers 
Association .. . in Chicago, October 
26th through October 30th. 

His own definition of success is: 
“One who has lived well; laughed 
often and loved much. One who has 
gained the respect of intelligent men 
and women and the love of little 
children. One who has always given 
the best he had and expects the best 
from others. One who will leave this 
world a little better than he found 
it, whether through a better prod- 
uct, a finer poem or a rescued soul. 
One whose life is an inspiration to 
others and his memories a_ bene- 
diction.” 


Fashion Follows 
the Empire Line 
| CONTINUED FROM PAGE 101] 

are T-straps, instep, wishbone and 
asymmetric straps, Theo ties, and 
ghillies. For those who admire this 
“leggy” look, however, there are 
many pumps. And all these shoes are 
on many 18/8 and lower heels, as 
well as very high. 
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It’s Altschul’s world- 
famous “R-ex” Con- 
struction shoes for 
boys’ and girls’ in 
new dressy styles fea- 
turing long inside 
counters, Thomas 
heels, X-Ray steel 
shanks and the finest 


specialty-type lasts. 





GRAY VELOUR BUK BAL 
“U" THROAT OXFORD 


Cushion Crepe Sole © Long Arch Sup 
porting Counter © Right & Left X-Ray 
Steel Shank @ Nailless Heel Seat 
M935; 1212-3, B-EE 
L935; 5-10, AA-A 
4-10, B,C,D 
4-9, EEE 





BLACK ELK SCUFF 
WING TIP “R-ex" OXFORD 
(With Supportive Features) 


C237 ‘‘R-ex’’; 10-12, B-EEE, Thomas 
Heel 

M237 ‘‘R-ex’’; 12-3, B-EEE, Thomas 
Heel 

M238 “'R-ex’’; 3%-4, B-EEE, Thomas 
Heel 





TAN & WHITE 
“R-ex" PLUG OXFORD 


F490 “‘R-ex’’; 642-8, B-EE, Thomas Heel 
C490 ‘'R-ex’’; 842-12, A-EE, Thomas Heel 
M490 ‘'R-ex’’; 1212-3, B-EE, Thomas Heel 


ALL RED 
“R-ex'"' PLUG OXFORD 


C791 ‘‘R-ex’’; 8%-12, B-EE, Thomas Heel 
M791 ‘'R-ex’’; 12-3, B-EE, Thomas Heel 





You will see many other styles in addition to 
a complete selection of Normal Construction 
IN-STOCK shoes on display at the 


NATIONAL SHOE FAIR 
Oct. 26-30 * Palmer House 




















Catalog available 
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*As well as built-in support <n Saal Inc} Z 


JULIUS ALTSCHUL, inc. 


Creators of “NATURE’S OWN?” Straight Last Footwear 
117 Grattan Street, Brooklyn 37, N. Y. * HY 7-4500 
TESTED & PROVEN SINCE 1899 


upon reque 
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many merchants who operate in old, 
traditional shirt-sleeve ways and are 
so resistant to change in a changing 
world. 

They look upon the facts and figures 
of their business as 


mystic symbols, 


understood their ac- 
but 


somehow 


possibly by 


countants, definitely mysterious 


unimportant to them- 


And 


enlightened, 


and 


-elves as merchants. even when 


they are more they 


the 
vaults — 


nurture these mystic 


dark of books 


fearful to expose them to the light of 


figures in 
their and 
study and exchange. 

in going through textbooks and other 
of 
enterprises, 


facts 


sources information about retail 


one finds a 


this 


this is 


paucity of 


about big, vital fashion 


Yet 


could 


industry. one industry 


which use some developed 


benchmarks and standards, because it 
is so difficult a trade, with a problem 


{ Turnover vs. Fashion Obsolescence 





PEEK-A-BOOT 
EXPLORES 
THE UNKNOWNy 4 


* 


Bow Tatch, PEEK*A* BOOT Sales 
Manager, was not at all earth-bound 

in his search for product development. 
He's had our designers “‘in orbit’’ for 
many months now and it won't be 

long before they'll ‘‘blast off’’ with new 
lines for the entire family that 

make PEEK*A*BOOT an even better 


buy for you...and your customers! 


AT THE NATIONAL SHOE FAIR @ PALMER HOUSE, Exhibition Hall, Booth 15 


WAREHOUSES: 136 TICHENOR STREET, NEWARK, N. J. 
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¢ 2400 SOUTH ASHLAND AVENUE, CHICAGO, ILLINOIS 
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: PEEK «Ae BOOT, INC. 
; 1600 So. Flower Street 
Los Angeles 15, California 
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unmatched in any other retail busi- 
ness. 

>» How do shoe store profits stack up 
percentage wise against other trades? 
Fable NIL, p. 119, shows 5 year aver- 
age figures (1952-1956) compiled by 
Dun and Bradstreet. 


> In this like 


to low man on the totem pole — 


case shoes look next 
although high man on the pole doesn’t 
show very brave figures. 

\ special study of shoe stores done 
the 1950 showed 
a composite net operating profit of 
5.1% the 
yield a slightly better profit after taxes 
the 1.86% the 
above. 

> Our TMP 
showed somewhat of a concentration 
at 4‘¢, with 69% of the reports falling 
between 2 and 4c. 

© We sufficiently satisfied 


with the net profit figures on our re- 


by same agency in 


which, on whole. should 


than shown in table 


questionnaire returns 


are not 
ports to use them in any but a tenta- 


fashion. It must also be remem- 
that 


from large 


tive 


replies came chiefly 


As a matter of fact 


bered our 

stores. 
this automatic selectivity bias tends to 
creep into most such surveys because 
of the the 


ones, from the 


most replies, and most 


usable tend to come 
most progressive merchants. 
We note, 
Profits tended to concentrate 
irae 60°% falling between 41 
and 6144‘. It may also be noteworthy 
that 206 of the 


operating profits of 114 to 


also, that our Net Operating 
around 


4 ¢ 
5% Os 


results showed net 
: e| C7 
oO 


2/0. 


FOR PROFITS 
We shall the 


kinds of profits and profit ratios used 


now define different 
illustrating 


“LIKELY” 


in the retailing business, 


with figures from our 
store. 

>» NET OPERATING PROFIT 

Net Operating Profit is technically the 
of the 


profit with which we are commonly 


result store operations. It is 


concerned in analyzing the efficiency 


like 


Margins 


with which factors Turnover, 


Velocity, Markup, 


pense Control are being handled. That 


and Ex- 


is why we stopped with this profit 


figure in our analysis of the “LIKE- 


LY” 


store, 
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Merchandise Margin minus Expenses = NOP 
$25,200—$22,400—$2800 
As a ratio to sales: 
NOP ~ Net Sales = NOPY, to Sales 
$2800-—$70,000—4%, 
This means that 4¢ out of every sales dollar 
remains as profit. 
>» NET PROFIT BEFORE FEDERAL 
INCOME TAXES 
Net Operating Profit plus 
or 


Net Other Income 


minus 
Net Other Income is more of an ac- 
counting or financial figure. It often 
includes a throwback of certain im- 
puted charges like interest on mer- 
chandise, equipment, accounts receiv- 
able etc. which ownership may want 
to charge against operations. Some- 
times. with 


although decreasing 


frequency, Cash Discounts are in- 


cluded here. 

>» NET PROFIT AFTER TAXES 
This is the true and final profit left 
for discretionary use by ownership. 
Net Profit Before Taxes minus Federal 
Net Profit After 
Taxes. Because we have stopped at 
Net Operating Profit in the “LIKE- 


LY™ Store. we shall discuss and illus- 


Income Taxes 


trate the following profit ratios on 
the basis of Net Operating Profit. 

> RATIO OF OPERATING PROFIT 
TO INVENTORY INVESTMENT 
HOP - Average levectery. of cod = fetle 


Operating Profit to Inventory 
$2800—$21,000—.133 


that 


inventory 


dollar of 


This 


averavce 


means every 
(al 


13 1/3 per cent, or 13 1/3 cents. 


cost) earned 
Vote the logic of this if figured an- 
other way. 

© The cost’ inventory turned 
5 ame ss (S70.000 $21.000). 
Which that dollar of 


inventory produced 3 1/3 dollars of 


Was 

times 

means each 

sales. 

© Now we know that each sales dollar 
Le profit. If we 

3 1/3 we get the same 13 1/3 


produced 
ke by 
cents noted in our original figure. 
> RATIO OF OPERATING 
PROFIT TO NET WORTH 
NOP Net Worth = Ratio Operating Profit 
to Net Worth 

$2800 —$28,000—.10 
This that LO‘ 
Operating Profit on the net worth of 


multipl 


means we earned 


October 15, 1958 


the business—or 10¢ on every dollar 


of net worth. 

>» OPERATING PROFIT PER 
TRANSACTION 

NOP ~ Number of Transactions - 


Transaction 


$28,000—7,777—=.36 
that “LIKELY” 


a 36 cents Operation Profit on its 


- NOP per 


This means earned 
average transaction. 

The logic of this, too, can be demon- 
strated another way. Knowing that the 


average unit sold was $6.00, and the 


| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 


MONDL 


FEATURING 


Lightness 


| 


HANDSOME STRAW 
Flexible 
Variety of Colors 


Come see the special 
new casuals. 


average sale to a customer was 1!» 
units, we know that the average sale 
$9 (1% times $6.00). If the 
Profit hoof sales, 
then the Profit Per Average Sale was 


$9.00 times 4°/,=36 cents. 


This kind of unit analysis is becom- 


Was 


Operating was 


ing increasingly popular in retailing. 
It is a vital link in profit control in a 
which becomes 


market increasingly 


competitive. distressingly price con- 
scious, and in a time when expenses 


are climbing fast. 


does it again! 


PRESENTING THE NEWEST ADDITIONS 
TO OUR OUTSTANDING LINE... 


#R504 
CONTINENTAL 
Soft —Supple — Flexible 
Variety of Colors 


VISIT US 
AT THE 
NATIONAL 
SHOE FAIR 


ROOM 80 


PALMER 
HOUSE 


QUALITY FOOTWEAR 


THE MONDL MANUFACTURING CO.,INC., OSHKOSH, WISCONSIN 
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Turnover 
| CONTINUED FROM PAGE 113] 
Since there are 12 months in the year, 

the calculation goes: 

12 divided by Turnover equals Period of Supply 
|2—2==6 Month Supply 

When Turnover is 3, the number of 

Month’s Supply is 4. 

This is a very important concept for 

the retailer, especially the fashion 

merchant, as can be seen by analysis 

of typical Turnover results in various 

trades, 

rABLE III, P. 113, shows the way the 

‘omposite merchandise Turnover pic- 

ture lined up for our reporting 

stores. 

© The middle turn was 2 times. 

The middle half of reporting stores 

had turns ranging from 1.6 to 2.9 

which means that one quarter of the 

stores did worse than 1.6 (with a sur- 

prising number reporting no better 

than 1 turn); and one quarter did 

better 2.9 (with 8% 


turns of 3.5 or better). 


than showing 
© There was not enough data to make 
an authoritative analysis by  cate- 
gories and price lines. But the reports 
did 
Table V shows the Turnover by types. 
© There 


that 


dominant factor in determining the 


show a very narrow variation. 


is certainly no indication 


here fashion obsolescence is a 
rate of Turnover. 

© The determinants are more prob- 
ably found in opportunistic elements 
like delivery and assortment factors, 


among other things. 


FASHION OR VARIETY 


Sometimes one wonders whether the 
concept of “fashion” is confused with 
the idea of offering a wide assortment 
merchandis- 


of novelties rather than 


ing towards a constantly changing 
presentation of new ideas. 


W hen 


change to pointed toes, it 


lasts underwent their recent 


more and more important to have a 
few good numbers in the new wood 
than to offer a big selection of gently 
aging novelties in the old wood. 

Many a 


retailer, and his 


rationalized the situation by complain- 


ing that their customers did not want 
the new styles, long after this was not 
so at all. 
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became 


salesman, 


What was often more true, was that 
customers were reluctant to make a 
choice from the skinny selection of 


And the 


selection was skinny because retailers 


new shoes shown to them. 
were over-stocked with their custom- 
ary six-month supply of old shoes. 

>» And there is another principle of 
retailing which must be kept in mind. 
A store tends to make its own trade 
over time. If it constantly presents 
old, slightly outmoded stocks, it will 
build a clientele of low fashion con- 
sciousness. The time will surely come 


when that store can truly say “My cus- 


direction, or is likely to? 

® Is his whole business geared to 
make growth and profit out of this 
kind of clientele? 
An examination of Turnovers for 
various categories of goods in the 


NRMA* 


‘Table V) reveals some thought pro- 


1955 operations of stores 
voking figures. 

> This is hardly a brave comparative 
showing for shoes! 

Shoes rank low even by comparison 
the “stable” 


which are not supposed to be highly 


with so-called goods 


subject to fashion change (although 





TURNOVER BY TYPES 
As Reported In The RECORDER TMP Survey 


CATEGORY 


Women's Casuals 
Canvas 
Children's 
Women's Dress 
Rubbers 

Slippers 

Men's Dress 





tomers don’t go for the new stuff.” 
This 
questions: 
© Does 


enough such people to support a lively 


merchant must answer three 


his community now have 
growth in his enterprise? 

® Are there any signs that his com- 
munity is changing away from that 


there is hardly a line today where 


(TABLE IV) 


MIDDLE 
TURNOVER 
PERFORMANCE 
2.4 
2.4 
2.2 
2.0 
2.0 
2.0 
1.9 


RANGE OF 
MIDDLE 
HALF 
2.2 to 3.0 
lg to 29 
1.5 to 2.4 
1.7 to 2.4 
1.3 to 3.0 
1.6 to 2.6 
1.6 to 2.9 





fashion elements don't play some 


part). 
And by comparison with the “fashion” 





*“Departmental Merchandising and 
Operating Results,” 1956 edition, pub- 
lished annually by the Controller's 
Congress of the National Retail Mer- 
chants Association, New York City. 
Available to the public. 








M.O.R. TURNS FOR "STABLE" 


Turns for Selected Reputedly 
"Stable" Lines of Merchandise 


CATEGORY TURNS 
Piece Goods 2.7 
Household Textiles 3.1 
Toiletries and Drugs J 
Furniture and Beds 2.6 
Floor Coverings 2.5 
Housewares A 
Major Appliances 4.8 


Men's and Boys’ Wear 
('Slow" turners for Wearing Apparel!) 


2.3 
3.5 
4.0 
3.3 


Men's Clothing 
Men's Furnishing 
Men's Sportswear 
Boys’ Wear 





(TABLE V) 


AND "FASHION" GOODS 


Turns for Selected Lines 
Known as ''Fashion'' Goods 


CATEGORY TURNS 
Costume Jewelry 4.6 
Handbags 5.2 
Millinery . 10.7 
Hosiery 4.8 
Coats and Suits 5.0 
Dresses 6.2 
Girls’ Wear 4.9 
Shoes 
2.3 
24 
2a 
2.3 


Women's 

Women's "Better" 
Women's Inexpensive 
Children's 

Men's and Boys’ 
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lines, shoes turn at a veritable crawl! 
This is a genuine problem in shoe 
profitability and equally serious to 
the growth future of the trade. 
Certainly, really fast fashion changes 
would probably get a lot more shoes 
on a lot more feet. But how to get 
these changes into retail stocks which 
are continually loaded with something 
like a six month supply is a matter 
for serious study. 

The combination of size assortments 
and long delivery periods will have 


licked take 


their big step forward. 


to be before shoes can 


Early Birds Get the 
Word at °58 Shoe Fair 


[CONTINUED FROM PAGE 107 | 


Seventy-six of these firms will be 
honored for having participated in 
each of the 25 National Shoe Fairs. 

As in previous years, the National 
Shoe Fair will be the only place and 
time that every member of the shoe 
industry—retailers, manufacturers, 
designers—can get together to dis- 
cuss their common problems and 
ideas. 

But this year there will be special 
emphasis on helping large and small 
retailers escape from the jaws of the 
industry’s No. 1 bugbear: the Cost- 
Price Squeeze. 

Best ways to beat the Squeeze are 
to increase business and cut costs. 
This year’s National Shoe Fair of- 
fers retailers solid advice on how to 
do both. 

The Jubilee Fair proceedings will 
be kicked off at noon on Sunday, Oct. 
26, by the NSRA Executive Confer- 
ence in the Palmer House. Five one- 
hour sessions will be devoted to key 
phases of boosting retail shoe busi- 
ness next year. 

Present will be specialists who will 
pool their knowledge for the benefit 
of retailers in such fields as store 
management, sales training, market- 
ing, merchandising and advertising 
and promotion. Purpose: to help re- 
tailers overcome rising 
falling profit margins. 

The sessions will explore new in- 
fluences affecting shoe buying and 
merchandising current 
to consider in shoe advertising and 
display programs .. . executive con- 
duct in business ... analysis of shoe 
store operating costs... training of 


costs and 


factors 
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retail sales personnel. 

Experts on tap to stimulate the 
retailers’ thinking will be James 
Watson, nationally-known sales- 
training and personnel man; Bernard 
Smith, Professor of Retailing at 
New York University, a well-known 
consultant both to manufacturers 
and retailers in merchandising, mar- 
keting and promotion; M. Sekie- 
mian, one of the world’s authorities 
on retail advertising (brought to the 
NSRA Conference by McCall’s Mag- 
azine); Dr. William Emory, widely- 
quoted business writer and professor 
of marketing at the famed School 
of Business and Public Administra- 


The sign of 
THE FINEST IN LEATHER 


tion, Washington University, Sé. 
Louis. 

The experts have prepared take- 
home material especially for use by 
shoe retailers, but it also will con- 
tain information valuable to distrib- 
utors, manufacturers and their sales 
staffs as well. 

At the luncheon 
NSRA_ Executive 
separate award ceremonies are slated 


the 
two 


preceding 
Conference, 


to take place. 

First on the calendar will be the 
1958 Retailer Achievement Award 
by NSRA. This the 
shoe industry’s “Oscars” 

| CONTINUED ON FOLLOWING PAGE | 


year nine of 


coveted 


< THIELE 
Mcaltey met 


For Fleet-of-Foot Indian Moccasins 


"G4 


You'll want to beat the drums, too, when you get 


the feel and see the wide range of colors of Thiele's 


Mellow Tan . . . soft and light and as fleet- 


of-foot as a fawn bur sturdy as buffalo hide for wear. In 


delicate pastels, bold solids, natural and white, Thiele's Mellow 


Tan is the finest in leather for Indian moccasins and handbags. If you 


want to get the feel of the finest and see colors beyond compare, 


write for samples today! 


For sporting goods, sport and leisure shoes, gloves, 
and garments. Thiele is always the finest in leather! 


THIELE 


tanning company 


123 NORTH TWENTY-SEVENTH STREET 
MILWAUKEE 8, WISCONSIN 





will be handed out to the retailers 
who have shown outstanding crea- 
tive effort and originality in the 
promotion and sale of shoes. Con- 
testants will be classified in four 
categories based on their volume of 
dollar sales and city population. ‘‘Os- 
cars” will be awarded to the winners 
in each of the various classes. 

As in the past, judges’ decisions 
will be made on a presentation of 
work samples featuring the retail- 
imagination and ingenuity in 
advertising, window display, em- 
training, point-of-sale dis- 
plays, special promotions and partic- 
ipation in civic and community ac- 
tivities. 

After 
awarded, 


ployee 


have’ been 
the sent in by 
large small from 
all over the country, will be on dis- 
play in the foyer of the Grand Ball- 
room of the Palmer House for the 
remainder of the Fair. 

The prizes, Star 
Salesman Awards, will be given to 
the nation’s top shoe 
the National Shoe Manufacturers 
Association. The winners 
the manufacturers 
from within their own organizations. 


the prizes 
entries, 
stores 


and shoe 


second set of 


salesmen by 


are se- 


lected by shoe 


BIG SPACE 

AND COLOR ADS 
IN LIFE, 
SEVENTEEN, 
MADEMOISELLE, 
DANCE, 

SKATING AND 
SKI MAGAZINES 
WILL PRE-SELL 


TIGHTS 
LEOTARDS 
TRUNKS 


full-fashioned 
for perfect fit— 

knit of HELANCA 
s-t-r-e-t-c-h nylon 


U. S. Patents No. 2,697,925 No. 2,706,389 No. 2,799,023 


DANSKIN, INC. 437 FIFTH AVENUE, NEW YORK 16, N. Y 


Star Salesmen receive an all-expense 
paid trip to the National Shoe Fair 
in addition to individual gold tro- 
phies. 

The Fair’s three-day Cost-Control 
Clinic will be run by Northwestern 
University in the Hall of New Hori- 
zons at the Palmer House, Oct. 26- 
28. All retailers will be given the 
opportunity to have management 
problems analyzed by experts in cost 
cutting. 

The procedure will be for each 
retailer to list the basic facts of 
his profit-and-loss statement on a 
special confidential form. He _ will 
then discuss this privately with one 
of the experts to discover new ideas 
for increasing profits. 

Drs. Lynn Stockman, Ira Ander- 
son and Ralph Westfall will be on 
hand to provide this private counsel 
to individual retailers. Appointments 
must be made in advance, but no 
time limit is set for the conferences. 
Hach retailer will have plenty of op- 
portunity to discuss his problems in 
detail. 

On Monday, October 29th, the at- 
tention of everyone at the Fair will 
on the much-heralded 
luncheon-fashion show and shoe style 


be centered 


forecast by Shoe Women Executives, 
Inc., of which Mrs. Billie Howard 
is president. 

Appearing at the Shoe Fair for 
the first time in 1957, this presen- 
tation stirred up the interest of the 
entire shoe industry by its unprece- 
dented success. Last fall it was 100 
per cent right in its predictions of 
the shoe styles and trends that 
would dominate the spring and sum- 
mer of 1958. 

This year the show, Shoe Jubilee 
—U. S. A., again will cover all cate- 
gories of fashion footwear. Advance 
style and merchandising information 
will be presented on shoes for men, 
teenagers and children in addition 
to SWE’s complete story on women’s 
shoe fashions for the coming year. 
Besides highlighting the influence 
of American designers, the show wili 
provide retailers with an entertain- 
ing and stimulating buying guide 
for the most popular shoe fashions. 

“Shoe Jubilee—U. S. A.” will be 
produced by Ruth Hammer, promi- 
nent New York fashion consultant, 
and Tom Lee, internationally known 
theatrical designer. Mr. Lee staged 
the highly successful show at the 
1957 Shoe Fair and again lends his 


NOW—AT NEW LOW PRICES! 
TWO BIG MARKETS TO SELL! 


Little girls, big girls, all 
girls are living in Danskins, 
the number 1 fashion cos- 


is 
Le 
PQ 


warm and 


{’ 
tume—and the all-time favor-\ 
ite of dancers and skaters. 


Famous for their knitted-in 
flawless fit. Delightfully 


comfortable! 


Wash and dry quickly. 


NEWEST COLORS, PATTERNS, 
STRIPES AND TEXTURED LOOKS! 


FULL FASHIONED TIGHTS — 


for Childrer 


for Womer 


f 
Irom > 


n $3.95 


from ¢ 


SEAMLESS TIGHTS — 
for Women $4.95 


LEOTARDS — 


for Children 


for Wome: 
TRUNKS — 


{ o> 
rom do.00) 


for Children $1.65, 


for Women $1.95 


All prices are retail. In stock 
for immediate delivery and 


fast fill-ins. 


Order direct. 


Write for complete informa- 
tion and catalog B. J. 


® AMERICA'S FOREMOST STYLISTS AND MAKERS OF TIGHTS, LEOTARDS AND TRUNKS 
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talent in exhibit planning and the- 
atrical design as decor and staging 
consultant. 7 

Miss Hammer currently heads her wough — getting out a new line of 
own New York firm specializing in shoes. But we're all set now. Looks 
fashion show production, publicity ‘: ; . : 
and promotion. Assisting in the over- great, too. Styling is fresh, imagina- 
all production of the show will be tive. Colors are right. And the leath- 
shoe women executives from all ers ... well I hate to brag, but it was 
phases of the shoe fashion world. : : 

All in all, it looks like the greatest my idea to feature leathers by Irving. 
National Shoe Fair in history, in- | 
dustry observers agreed this week. 

Every 25th person to register will 
receive a Silver Anniversary Sou- 
venir, it has been announced by 
George E. Gayou, manager of every 
National Shoe Fair ever held. 

Mr. Gayou also has arranged con- 
tinuation this year of the special 
bus service which aids shoemen to 
save time and cover more ground 
during their stay in Chicago. Each 
day during the Fair busses will run 
between the four hotels at five- 
minute intervals. Free passes for 
this transportation will be available 
to all shoemen at the Shoe Fair 
registration desks of the hotels. 

And on their first morning in Chi- 
cago this year the nation’s shoemen 
will be awakened by their hotel tele- 
phone operator chirping this cheery 
greeting for the Early Birds: 

“Welcome to the Silver Jubilee 
Fair.” 





Mexican Shoe Industry Sets 
Second National Exhibition 

MEXICO CITY, MEXICO The 
Second National Exhibition of the 
Mexican Shoe Industry will be held 
here November 22-25. Mexican shoe 
manufacturers have invited repre- 
sentatives of the American shoe 
trade to take part either as exhibi- 
tors or visitors. IRVANA 

On display will be the latest styles UNIQUE 
in men’s, women’s and children’s FEATHER LEATHER 
shoes made in Mexico, as well as ex- ONYX 
bibits of tanning, imported machin- LUXTAN 
ery, raw stock, material and sup- UNIGLOVE 
plies used in the footwear industry. 

The exhibition will be housed in 
four floors of the Hotel del Prado. 

Special sessions will be dedicated 
to talks about sales and promotion. 
Entertainment is also planned. 

Information about the exhibition Irving Tanning Company 
is available from the National Cham- 134-140 Beach Street, Boston 11, Massachusetts 
ber of the Mexican Shoe Industry, 

Manuel Ma. Contreras 133 Deps. 414 
y 415, Mexico 5, D.F. 
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Merchandise Controls 
for the Shoe Retailer 
CONTINUED FROM PAGE 123} 
© Merchandise is counted at fixed in- 
tervals and sales are determined arith- 
metically. In this system, beginning 
inventory, plus merchandise received 
during the period, minus the next in- 
ventory taken, equals sales for the 

period, 
Of the two systems, the continuous in 
ventory method is the more desirable 


one. It is less time consuming and 


Put Yourself 
In the 


provides the buyer with current daily 
information of sales and stock posi- 
tion. Salespeople can very easily pro- 
vide data for the system by placing 
style number and size information on 
their sales checks. When this system 
is working to perfection (and depend- 
ing upon the accuracy of the unit con- 
trol cards), merchandise can be re- 
ordered directly from the cards, elimi- 
nating the need for inventorying in 
dividual styles. 

> An important component of a good 
contro] system is 


unit an adequate 


CUSTOMER'S Shoes 


He wants to SPEND BETTER 
... he’s willing to pay more for 
better quality because he wants 
his shoes to look better and last 
longer. 


If you were in his shoes, you'd 
want Farberized Insoles and Welt- 
ings they resist shrinking, 
cracking and curling because 
Farberizing replaces water soluble 
tannins with stable fats and oils 
and seals each fibre against 
moisture. 


Farberized Insoles and Weltings 
make any shoe a better buy. 


L.Farbar 


160 FREMONT STREET 


BES ROE RRR Re oo acd 





WORCESTER, 


unit control form. It may be either 
a card or a sheet to fit a loose-leaf 
notebook. One form is as good as 
another as long as all the desired in- 
formation can be listed and tabulated 
on it. 

The two forms illustrated may be on 
separate cards or combined on one 
card or notebook page. They show 
the spring season record of one “stock 
number” shoe for a fairly large oper- 
ator. On the card which shows the 
distribution by sizes, the buyer was 
able to tell, at any time, from the 
number of open dots, open slant lines 
and cross outs, how he stood with re- 
spect to sales, on hand and on order 
by size and width. From the sum- 
mary card he could determine how 
fast the shoe was moving, and by 
comparison with last year’s figures, 
how many more were likely to sell in 
the forthcoming period. 

>» What kind of controls shall be used 
and how simple or how elaborate, de- 
pends upon the needs and practical 
working considerations of the individ- 
ual merchant. Some of the factors 
which determine the choice are: 

® The size of the business. 

® Whether it sells “fast” or staple 
shoes. 

® How close the owner is to the daily 
operations. 

® How much he can “carry in his 
head” (although the usual mistake is 
to exaggerate this capacity). 

® How much information is available 
through visual or “eyeball” control, 
and how quickly it can be obtained. 

© The clerical ability of the owner or 
someone in his store. 

® The ability of the merchant to study 
and interpret control information. 
Through the operation of this type of 
unit control system, the store owner 
has invaluable information at his dis- 
posal. It gives him individual style 
sales by size and width, on order and 
on hand by size and width, total on 
order, receipts, sales this year to date 
versus sales last year to date, weekly 
sales totals by style, and total on hand 
by style. Weekly, monthly and sea- 
sonal summaries may be compiled at 
any time through the use of these 
forms. These summaries may be used 


to analyze any number of factors such 
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as style, color, and price line. They 
are used both to guide the store owner 
in analyzing and revising his stock to 
meet current customer demand, and 
also to accurately plan future seasonal 
purchases. Any form or system that 
best provides this information is a 
good one. 

This article, because of its limited 
length, is by no means meant to be an 
exhaustive study of unit control sys- 
tems. That information, for those who 
seek it, is readily available both 
in text books and in pamphlets 
produced by retail trade associations. 
It has merely been an attempt to em. | 
phasize the importance of this area of | 


merchandising to the future welfare of | 
| 


| 


the independent retailer. It has been 
proven again and again that there is | 
a definite relationship between good | 
merchandise control and the profita- 
bility of a business establishment. | 
Those merchants who practice it will | 
help to cement the position of the in- | 
dependent retailer on the American | 


business scene. 


Missouri Shoppers 
Welcomed by ‘Clown’ 


ST. LOUIS—An animated clown 
bows welcome to shoppers from the 
window of the new Cobbs Shoe Store 
in suburban Kirkwood, Mo. 

The recently-opened store oc- 
cupies its own one-story building 
immediately adjoining a huge drug 
store. Although this is technically 
not a shopping center, the enormity 
of the drug store makes the area a 
shopping island in itself. Cobbs has 
its own parking lot, but is served 
also by the other store’s giant lot. 

Open daily until 9 p.m., Cobbs is a 
family-type store. According to Phil 
Rosenblatt, manager, the outlet aims | 
at complete variety in each category 
and a wide size range. Pricing, he 
reports, has been planned to fall be- | 
tween department store prices and | 
those featured by cancellation 
stores. | 

Mr. Rosenblatt describes Cobbs | 
as emphasizing “coffee table’ dis- 
play—that is, many pairs in full 
view on low tables, where customers 
can examine patterns and materials 
at leisure without feeling “nosey.” 
Viner, Jolene, Naturalizer, Robin | 
Hood, English Walkers, Hall Mark 
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are among the brands carried, with dren’s department at the back of the 
correctives for children and sport store. There a soda bar dispenses 
boots for men also stressed. cola and orange drinks at no charge. 
The selling floor is large and un- Lighting is by ceiling fluorescent 
partitioned, with only the varied col- tubes. 
ors of the fitting chairs to separate Mr. Rosenblatt formerly had a 
men’s from women’s from children’s. retail store in South Carolina. Most 
The men’s tan-chaired section ad- recently he was connected with the 
joins the store’s Kirkwood Road en- Stix, Baer & Fuller shoe department 
trance, so that male shoppers need in the company’s suburban West- 
not elbow their way over the roads branch. There is no Mr. Cobb 
youngsters. A four-steed merry-go- the name for the new store, ex- 
round, with striped umbrella-canopy plains Mrs. Rosenblatt, is ‘short 
overhead, calls attention to the chil- for cobbler. 


TO NEW HEIGHTS... 
with SWIRLS 


Black Smooth 
B 7 to 12 
D 6 to 1? 


No. 174 Black Smoot! 


No. 175 Black Smooth 
and Alligator 


169 — Black Smooth No. 176 
and Alligator Oak ‘ 
168 — Black Smooth B 7 V, 
and Grey Grain C-D 6 to 12 
No. 107 — Black Smooth 


No. 108 
Black Smooth and Grain 
B7'% to 12, C-D 6 to 12 


TO RETAIL AT $9.95 
Mr. Retailer: 


Watch your profits soar with Swirls — 
the newest Satellites to go into orbit! 


Your Gest Get 2 igen i 


At the Fair — We'll be in Suite 791, 792 
PALMER HOUSE 


LEVERENZ SHOE CO., SHEBOYGAN, WIS. 





Markup, Markdown 
and Margin 

|CONTINUED FROM PAGE 114] 
possible pertinent observations: 


> The chains apparently are more 


conscious of Turnover using low 
Markups and stronger Markdowns to 
keep the goods moving. The indepen- 
dent merchant may be too patient 
with some items for which his custo- 
mers have shown something less than 
a strong appetite. Whether his patience 
pays off in profits, over time is a 
matter for individual study. 

> The chains are not, as a type, more 
fashion conscious than independents, 
the ag- 
gressively fashionable shoe stores are 
independents. But the so-called family 
the 


characterized as “conservative 


as a Some of most 


type. 


shoe store may, on whole, be 
in its 
fashion appeal. 

> All these analyses of and conclusions 
about Markups are interesting and do 
furnish something in the form of 
guides and benchmarks. 

> But the most important thing to say 
about Markups, Markdowns, 
Margins is that they are highly indi- 


As 


ratios their true effectiveness depends 


and 


vidualistic matters. percentage 
on the character and velocity of the 


individual store. 


Markup, Markdown 
and Margin 

| CONTINUED FROM PAGE 115] 
centrate at 39 and 40%. 
© Only 27% 
39 and 40%, 
be found at the 38% 


of men’s figures are at 
while another 37% is to 
mark. 

3000 of women’s shoe manu- 
facturers estimated that 
Markup should be 41% 
while 32° voted that way for men’s. 
® About 80% of children’s 
facturers suggested 39 to 40° as 
Maintained Markups. 


Once again we caution the acceptance 


® Only 
Maintained 
and over, 
manu- 


proper 


of such figures as standards. As chal- 


lenges, yes; as benchmarks, yes; but 
not as standards. 

> As a matter of fact we are a little 
startled at the high degree of uni- 
formity displayed here. This may be 
rooted in tradition and very common 
practice around the country. But it 


can also lead to a sort of pedestrian 


184 


sameness which is vulnerable to new 
and fresh attitudes about the way to 
run a shoe store. 

> There was, of course, much more 
disparity in the concept of proper 
Initial Markups, and this of course 
reflected the difference in Markdowns 
the 


Women’s shoes. 


due to fashion problem in 


© 45% seemed to be the magic figure 


which attracted 35% of women’s shoe 
manufacturers. But 43 and 44% 
35% 


so that 70% of the estimates 


ac- 
counted for another between 
them 
landed between 43 and 45%. 

In the Men’s group 73% of the esti- 
mates fell between 41 and 43% of 
Markups with 32% concentrated on a 
42% Markup. 

>» The 


column 


difference the 
Retail The 


shift between Men’s and Women’s was 


came up in 


on Reductions. 

strongly marked and exactly what the 

Initial and Maintained columns indi- 

cated. 

© In Women’s Shoes: 

30% 

25% sug 
y 


20% 


gested 5% reductions 
gested 4% 


suggested 3% reductions 


sug 


reductions 


® So 75% of the estimates fell be- 
tween 3 and 5% as proper reduction 
percentages. 

® In Men’s Shoes: 
37% suggested 3% 
32% rested 2% 


® So 69% of the estimates fell between 


reductions 
sugg reductions 
2 and 3% as proper reduction per- 
centages. 

> If anything, manufacturers were a 
little the 


calculating the amount of Markdowns 


on conservative side in 
taken by retailers. We were highly 
dissatisfied with the retailers’ reports 
on Markdowns and will probe the 
further this 


series. But there were a high propor- 


subject in articles in 
tion of Markdown figures which ran 


well in excess of what the manu- 
facturers consider “proper or normal.” 
© This is a vital matter. Too many 
retailers look upon Markdowns, like 
Expenses, as burdens to be borne. 

® Actually, the Markdown is a tool 
for turning the stocks. And turning 
stocks is a tool for making sales and 
growing. And growth is the only true 
way to profits. 


Exactly as in Expense control, one 





MANUFACTURERS’ SUGGESTED MARKUP BY LINES 
As Reported In The RECORDER TMP Survey 


WOMEN'S SHOES 


MAINTAINED 
MARKUP 
PERCENT 


10% Over 42 
10% 42 
35% 4| 
20% 40 
15% 39 
10% Under 39 


INITIAL 
MARKUP 
PERCENT 


Over 46 
46 
45 
44 
43 
Under 43 


PROPORTION 
OF MERS. 


PROPORTION 


PERCENT 

RETAIL 
REDUCTIONS PROPORTION 
OF MERS. AT COST* OF MERS. 


10% 2 10% 

15% 20% 
5% 25% 

35% 30% 

20% 15% 
15% 


MEN'S SHOES 


45 
44 


9% Over 41 
9% 41 
43 23% 40 
42 32% 39 
4| 18% 38 
40 9% 37 


14% 
18% 
18% 
9% 
37% 
4% 


13% 
32% 
37% 
9% 
9% 


Children's shoe manufacturers were highly concentrated in their recommendation of a 42% initial 


markup and a maintained markup of 39 to 40%. 


*The cost of a reduction from original price may be subtracted directly from initial markup to get 
maintained markup. For further information refer to the article in this section on formulae for 


Markup—Markdowns—Margin. 
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cannot blame the retailer for tight 
Markdown control. But control itself 
must never become a choking, restric- 
tive thing. 

> Markdowns 


variable figure, to be taken as needed 


should be a_ highly 
-more in “bad” seasons and less in 

“oood” seasons. 

Once again it is stressed that factors 

like TMP do not stand alone in the 

business. Their interplay is intricate 


and its management an art. 





Ronson Markets Polisher 


New addition to appliance line of Ron- 
son Corporation, Woodbridge, N. J., is 
this portable electric shoe polisher, the 
"Roto-Shine," sa'd to give a ‘mirror 
shine in seconds." It's equipped with 
interchangeable brushes and buffer for 
different-colored shoes. Suggested re- 
tail: $19.95. 





Convertible Brace Shoe 

A NEW, convertible brace 
has been introduced by the Child 
Foot Research Department of the 
R. J. Potvin Shoe Co., Brockton, 
Mass. The brace is used on the 
Equino-Varus and surgical shoes 
made by the company. 


shoe 


The patented device, invented by 
Richard J. Potvin, Jr., greatly sim- 
plifies the former brace used to hold 
the child’s Equino-Varus foot in a 
certain position at night, as pre- 
scribed by the physician, in order to 
correct the foot deformity. 

In the shank portion of the sole of 
the shoe is a flat ‘‘Roto-Lok,” into 
which a screw is inserted to lock the 
bar or brace in position. On the sole 
of the shoe is a stamped protractor, 
which permits the bar to be set ac- 
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curately at the specific angle pre- 
scribed by the doctor. 


ed 


YOU DON'T 
HAVE 
ico 


Unlike previous footwear utilizing 
such a device, these shoes, due to the 
new flat bottom, can be worn either 
day or night, with or without the 
brace. This saves the extra pair of 
shoes formerly required for daytime 
wear. The new convertible brace and 
shoe result in a substantial saving. 

The shoe and _ brace first 
shown at the recent national Pedi- 
atrics Convention, and the 
Popular Price Shoe Show in New 
York. The company reports that doc- 
tors and shoe dealers alike have 
hailed the development. 


were 


also at 


A\ Na pa c 


THE KEY TO FOOT-BALANCE * 


IN STOCK 


No. 64 Brown 
No. 645 Black 


a trained foot-fitting specialist 


to build a steady repeat business with Alden- 


Pedic shoes. Many family shoe stores successfully 


use Alden-Pedic shoes to satisfy “hard-to-fit” cus- 


tomers. Learn how our exclusive Foot-Balance 


program lets you do the same. 


Cc. H. ALDEN SHOE COMPANY 
Custom e Be olmakers ‘Seuiae 1884 


BROCKTON, MASSACHUSETTS 
an A Os aa 
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Retail Trade 
CONTINUED FROM PAGE 164] 


Maserati originals with dotted de- 
signs on green or gold suede under- 
laid with black kid. Frank Werner 
has an elegant, slim, alligator pump 
in brown at $59.95 that attracts at- 
tention. 

The opening of the opera season 
brought the slim, 
dressy, plain black patent and calf 
well silk and 
match dresses. 


customers for 


models, as as satin 


numbers to 


Philadelphia Sellers See 
High Christmas Volume 


MID-OCTOBER found Philadel- 
phia merchants happily putting the 
finishing touches on their Christmas 
plans, and assaying the results of the 
early fall and back-to-school trade. 

Owners and managers were sitting 
and rounding out 
for holiday window displays 
and interior decorations. They dis- 
cussed the hiring of Christmas help 
and what shoes show promise of sell- 
ing well through the pre-Christmas 
shopping period. They also scanned 
inventories to assure adequate stock 
of best selling types; for the bulk of 
their Christmas stock they were, ot 
course, already committed. 

And surrounding most 
versations was an aura of confidence 
inspired by early fall tallies. Virtu- 
ally all retailers reported sales above 


down together 


ideas 


such con- 


last year, some as high as 15 per 
cent above, with the average about 
seven per cent—a good omen indeed 
for Christmas volume. 

Conforming to a trend 
the slip-on is proving stronger than 
ever in Philadelphia. Among young 
males moc-front styles many of them 
highly 
are most popular; in spite of power- 


national 


boasting decorative  tassles 
ful promotion the plain toe 


slip-ons have 


—or gen- 
erally more discreet 
not yet pre-empted the volume lead 
Teenage girls are buying the same 
types, with moccasins popular too. 

Men’s selling revealed the contin- 
uing though gradual — growth of 
browns. Slightly heavier types were 
enjoying popularity than 
light seemingly many men 
who purchased a single pair of light 
shoes found them too light for their 
taste. 

Very high thin heels and pointed 
remained 
shoes. Black calfskin was popular as 


greater 
types; 


toes staples in women’s 
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fall colors included 
brandy, gray, vicuna, and olive and 


forest green. 


were suedes; 


Shopper Spending Continues 
Upward in New York 

SHOE selling in New York is con- 
tinuing in an upward direction. The 
degree of activity varies from day 
to day—depending upon the weather 
and the mood of the consumers. But 
in general, good. The 
majority of merchants indicate that 
their figures will at least equal—and 
more often than not, exceed 


business is 


figures 
for the same period last year, dollar 
wise and volume wise. Actually, they 
have gone ahead from month to 
month. 

Retailers realize that the public 
has the money and will spend it, if 
the merchandise is promoted attrac- 
tively and efficiently. 

In men’s shoes, the emphasis is on 
tlie lighter, trimmer shoe. Square toe 
promotions are being tested and the 
response has been very encouraging. 
The emphasis is still on black; the 
ratio is about 60 per cent black to 
40 per cent brown. The one thing 
that shoe merchants are becoming 
increasingly aware of is the absolute 
necessity of a full range and depth 
of for all categories; 
women’s and children’s shoes. 

Women’s 
little 


sizes men’s, 


shoe promotions stress 
slim, tapered, flaring. 
Leathers, for the most part 
smooth or suede, calfskin, kidskin. 
Black predominates but some brown, 
blue, benedictine, green and red is 
Detailing includes combina- 
tions of leathers such as smooth and 


heels; 


are 


seen. 


gvrained, and contrasting trims, ties, 
bows, straps, buckles. 

“Troyling’s remembrance of 
things past brings you the prettiest, 
most feminine look in many 
... Empire bands at instep or vamp 
on softest calf.” 


years 


“The casual dresses up in a broad 
cummerbund and Sandler of Boston’s 
fashionable pump levels off at two 
heights to suit your own particu- 
lar day-through-late-day needs! The 
pump in jet black suede, black calf 
or brown suede.” 

“A new design for walking 
Delman’s straightline heel subtly 
shifts the emphasis from the long, 
long foot to the long, long limb, and 
accentuates the curve of the arch 
and the modelling of the leg by sheer 


contradiction. The pointed toe no 
longer suggests interminability but 
has flattering slenderness. There is 
decidedly better balance—both on 
foot and to the eye. There is less 
to interrupt the clean, flowing lines 
of the costume. Delman believes this 
is the correct daytime silhouette for 
fall 1958.” 

Merchants are enthusiastic about 
the for a continuance of 
good and they are doing 
their part by advertising and pro- 
moting generously, vigorously, and 
effectively. 


prospects 
business 


Vt. Center to Get Shoe Shop 

MONTPELIER, VT. — Negotia- 
tions have been underway for estab- 
lishment of a shoe store in a new 
90,000-square-foot shopping center to 
be constructed halfway between 
Barre, Vt., and Montpelier, accord- 
ing to the developers. The new area, 
with the exact site to be announced 
the first of next year, will be divided 
into 18 to 20 stores and will be the 
largest shopping center in Vermont. 
Construction will begin in April, 
with the first unit expected to be 
completed late in 1959. 


Casual Department Expanded 
SYRACUSE, N. Y.—Dey Bros. & 
Company has just completed expan- 


sion of its main floor women’s cas- 
department under the super- 
of Sherwin Henenfeld. The 
additional space will enable certain 
lines to be “more strongly identi- 
fied,” he said. The addition of three 
chairs, 100 square feet of selling 
area, and newly constructed wall 
shelving to accommodate an extra 
stock of 600 pairs were made possi- 
ble by an arrangement of nearby de- 
partments handling handbags, acces- 
sories and popular-priced sweaters. 


ual 
vision 


Discount Firm Adds 2d Unit 
GRAND RAPIDS, MICH. — 
Stone’s Family Discount Shoe Store, 
which opened here three years ago, 
better 
serve shoppers in the north end of 


has added another store to 
the city and the northern outskirts. 
the original store are 
Pipp and Richard Os- 
born. The new shop is managed by 
Nick Bono, who had worked at the 


first store. 


Operating 
Thomas J. 
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A Complaint Made, A Customer Gained 
by BESS RITTER 


Wien a customer marches into your shoe store with a 
chip on her shoulder and a complaint on her lips about 
a pair of shoes that she purchased, do you groan and say 
to yourself, “Here comes another headache,” or do you 
make every attempt to handle the matter in a cooperative 
spirit? It goes without saying that the latter course is by 
far the more difficult, but it actually results in real profit 
for your store. If this statement seems exaggerated, it’s 
not, and here is why: 

Every business dollar that you don’t spend for actual 
merchandise is expended for the purpose of attracting cus- 
tomers: i.e.—if you tote up the entire cost of all non- 
merchandise expenses, for, let’s say, a year, and divide this 
figure by the number of customers you've served during 
this period, the result will represent what you've actually 
paid for attracting each customer.—And this figure, you'll 
find, is surprisingly high. 

Consequently, it will certainly pay off if all store per- 
sonnel is educated to recognize the different types of com- 
plaints, and if a uniform store policy is established in 
regard to handling each: 

When the shoes are faulty, most shoe men find it pays 
to offer a replacement pair immediately, and this often 
results in a satisfied customer and additional profit, if the 
salesperson makes a suggestion similar to this, “Oh, we’re 
only too happy to give you a new pair of these pretty 
fabric shoes, and we're sorry that the pair you bought 
came apart when you wore them in the storm. However, 
because these shoes really weren't made to ‘take it’ the 
way sports shoes are, we cant guarantee these for you. 
But we can offer you a pair of plastic rainboots. They’re 


C h Gi | rs e Built for Comfort 


e Engineered for Durability 
e Designed for Shoe Stores 
e Priced to Sell! 
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transparent, and so the shoe fabric design will show right 
through. And they fold small enough for you to keep 
them in your pocket or your purse.” 

The same type of sales talk will sell a black patent 
pocketbook in addition to earning good will by exchanging 
a white fabric soiled handbag, and although some shoemen 
feel that an exchange isn’t justified since such delicate 
merchandise is not guaranteed, isn’t it true that the result- 
ing word of mouth advertising is far cheaper than any 
other form that you can buy? 

When delivery is promised and delayed. This is a real 
cause for dissatisfaction especially when a pair of shoes 
are purchased for a special occasion, such as a graduation 
or a wedding, or when they are delivered too late to be 
packed for a vacation trip. So “make things right” as 
best you can by apologizing by telephone or by letter, after 
One 


retail shoe man considers prompt delivery so important to 


the customer is given a few days to simmer down. 


his store’s good name that he even sends the customer a 
small gift when he apologizes. This, incidentally, results 
in more business, because it consists of a useful souvenir 
item, such as a key ring with an attractive shoe charm on 
it, or a shoe brush. Such articles are carefully imprinted 
with the store name and address below the motto, “Com- 
pliments of.” 

Avoid recurrences of delayed delivery by establishing a 
schedule that you can maintain with ease, and when you 
know ahead of time that you can’t make good on your 
promise, never fail to telephone your customer and make 
some other arrangement with her as a substitute. 

Adopt the same type of tactics when the customer has 
been at fault because she gave you the wrong date or an 
incorrect address. This is worth while because it is your 
opportunity to profit by displaying to her your willingness 


| CONTINUED ON FOLLOWING PAGE| 
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to perform services beyond natural expectations. 

When the merchandise delivered is not the merchandise 
selected: Make an immediate and cheerful correction. 

When sales people are discourteous: Vf there has never 
been a complaint about the salesperson before, ask the 
customer to ask for you or your manager specifically to 
wait on her the next time she comes in—and handle her 
with kid gloves. If a number of complaints, however, are 
piling up about a salesperson, think in terms of making 
a replacement, because you never know how many addi- 
tional customers this person has offended who have quietly 
walked out instead of voicing their dissatisfaction. 

When a specific customer complains continuously: If 
you operate on the basic policy that all complaining cus- 
tomers must eventually be pleased, there is only one way 
to handle such a customer—refuse to permit her to con- 
tinue to be one as much as this is humanly possible—or, 
in other words, don’t sell to her. Of course, if she picks 
up a pair of slippers or a pocketbook from an island dis- 
play and hands you the money, you can’t very well refuse 
to take it. However, when she specifically asks for a pair 
of shoes in a specific color or a specific size, there is no 
reason why you cannot tell her that you do not have it in 
stock at the moment. 

But whether or not you prefer to adopt these tactics or 
substitute others that are more in accordance with your 
basic store policy, bear in mind that: 

1—The ideal goal of any retail shoe store is having no 
customer complaints at all. Bear this in mind when the 
sale is originally made. 

2—The store policy you adopt for handling complaints 
is important enough to eventually make business 
really thrive--or break it to the point of receivership. 

}—Never resent a complaint, because the customer who 


your 


senses this attitude on your part won't come back, no mat- 
ter how fair your policy is make the 
customer happy with the adjustment. anything you do for 


and if you can't 
her is money wasted. 

t—Even when a customer's complaint is not justified. 
do all you can to please her because this will protect youn 
reputation as an establishment that is interested firstly in 
service and only secondly in making a quick sale. Cus- 
tomers appreciate this to the point of highly recommend- 
ing such stores to others. 

Whenever possible, try to satisfy the customer with a 
replacement rather than with a refund because it assures 
you of her trade. If she counters with, “There isn’t a thing 
in your store that | want to buy,” a due bill may be the 
best This should specify a specific amount of 
credit due her for any merchandise you carry. It should 
such as six 


solution. 


also be limited to a specific amount of time 
months or a year. 

However, don’t make this a hard and fast rule. because 
sume customers object to such a policy so strongly that 
they shy away from such a store forever afterwards, and 
this is especially true when the shoes or other merchandise 
are faulty because of their basic manufacture. One cus- 
tomer expressed this thought in this way, “How do I know 
that my replacement shoes won’t wear as badly? Then 
I'll have to bring them back and exchange them—and this 
can go on forever.” 

Consequently, one retail shoeman feels that the only 
way to handle such a customer is to take the money out 
of the register and place it on the counter as he says, 
“We make refunds gladly,” because it is his experience 
that most customers who immediately pocket this cash 
linger in the store or start examining the merchandise in 
the window, and within a few minutes they find them- 
selves saying, “May I see these in my size?”—and in no 
time at all the cash is back in the till! 

5—Make sure that all defective merchandise is imme- 


diately returned to your supplier for full credit. If his 
wares are uniformly faulty it’s time to took around for 
another supplier. 

6—Don’t regret the cost of rectifying customer com- 
plaints, even when they are directly traceable to mistakes 
within your store, because the price of correction, when 
totaled at the end of a business period, is usually trivial 
as compared with your volume of sales. In most shoe 
stores this only averages up to a fraction of one per cent, 
and that’s quite a bargain if you’ve managed, via such 
complaints. to encourage booster customers, word of mouth 
and most of all—additional sales. 


Shoes Sell Watches 


WELSTON, MO.—Cooperation with local retailers in 
other fields can be an effective way of boosting shoe sales. 
according to the Hardy’s Shoe Store here. 

Hardy’s recently worked out a_ plan 
jeweler, whereby the jewelry store, anxious to move a 
larger volume of watches during a relatively slow period 
of the year, offered a new pair of shoes with the purchase 
of any watch in the $50.00 price bracket. The shoe store’s 
cooperation consisted of furnishing miniature gift shoe 
boxes containing a tiny pair of plastic shoes to the jewelry 
issued them during the one week 


advertising, 


with a nearby 


store, which simply 
promotion, as each watch was sold. The miniature shoes, 
taken to the Hardy Shoe Store, were all that the watch 
customer needed to obtain his new pair of shoes. 

The stunt, tried on an experimental basis, worked out 
well enough to sell 14 watches in six days and will be 
repeated next year just prior to Faster, according to the 
Hardy’s management. 


American women wore clogs and pattens constantly into 
the middle of the 18th century for two very sensible and 
practical reasons: 

1—There were few paved streets. 

2—Fashion demanded that shoes be as feminine as pos- 
sible. Consequently, they were very fragile affairs, and 
heavy soled shoes for women were entirely unknown. 


Long Lasting Lifts 


Nylon shoe lifts, said to wear four times longer than con- 
ventional lifts, have just been placed on the national 
market by The Jamison Plastics Corp. Made of tough 
durable nylon supplied by Catalin Corp. of America, the 
lifts are simply attached by screws or nails to the heel 
portion of the shoe. The extra life they give is expected 
to be a boon in customer relations for their manufacturer 
and for the stores where they are sold. 
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How I Licked the Big Depression 


by FREDERICK H. TIMSON 


"TWAS 1932... the depression 
was in full force. As president of 
my company, Timson Bros. Shoe 
Company of Boston, Massachusetts, 
(wholesale), I was selling our shoes 
in Florida, Georgia, Alabama, Lou- 
isiana, and the Carolinas. We had 
some thirty other salesmen scattered 
over the U. S. A. and their sales 
had dropped off 75 per cent of the 
regular volume. The same applied to 
my sales. Retail shoe dealers and 
department stores all over the coun- 
try were blowing up in bankruptcy, 
like fire-crackers on the Fourth of 
July. Every week hundreds of sales- 
men in all lines of business were 
sending their samples back to their 
houses and quitting the road. They 
couldn’t sell enough to pay expenses. 

Maybe, because I was more tena- 
cious than some, I determined that 
I would keep traveling even if I had 
to walk from city to city and carry 
my sample cases on my back. I was 
losing money every week. I was not 
drawing money from our company 
in Boston, as our losses from fail- 
ures, like hundreds of other whole- 
salers, were so great that it was a 
question as to whether we could 
weather the storm. My personal bank 
balance was getting lower and lower 
as it supplied the funds that kept 
me traveling. Months before, in an 
effort to reduce my traveling ex- 
penses, I had kissed goodbye to the 
five to ten dollar per day hotel sam- 
ple rooms, which I had formerly 
patronized, and now I was stopping 
at $3.00, $2.00, and once in a while 
a $1.00 a night room. Table d’ hote 
dinners were a thing of the past. My 
menu consisted of a cup of coffee 
and a sandwich most of the time; 
and, incidently, I noticed that I was 
not alone in this particular method 
of economizing. (Yes ... how the 
mighty had fallen). My weight, like 
95 per cent of all traveling salesmen 
during those hectic days, had dropped 
thirty pounds. Even the super-op- 
timists, and the habitual story-tell- 
ing salesmen, functioned with drawn 
Funny stories had gone out 
the window. 


faces. 


One day, in Miami, I saw a tourist 
drive around a corner with a house 


priced restaurants.” Right there... 
an idea was born. I visualized a 
trailer with racks around the walls 
of the living room where I could 
display my samples and how I could 
drive up to a dealer’s store, invite 
the buyer into my own sample-room, 
write the order, then roll on to see 
another dealer. It would save the 
buyer much time, as well as myself, 
and I’d have a place to sleep and eat. 

I bought an 18-foot trailer and 
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AT 
a BARIS 


DIRECT RECEIVERS 
OF SAMPLES AND 
SURPLUS STOCKS 
OF BRANDED SHOES 

FROM AMERICA’S 

LEADING FACTORIES 


on nome 


Never before has BARIS offered 
such a wide collection of inviting 
styles in the wanted colors and 
leathers—and at prices that compel 
quick action. Be sure to see these 
outstanding buys. 


CHICAGO 


oB tots 
CANCELLATION? 
samPLes 


ATLANTA 


DALLAS 


LOS ANGELES West Coast Shoe Travelers Ass'n, Nov. 16-19 


had steel skeleton racks put up 
around three the front 
room. Then I unpacked my heavy 
cases and arranged my sample shoes 
thereon, and started out selling. Thus 
was fitted up, so far as I have been 
able to determine, the first sample 
room trailer in America. Today there 
are hundreds, or maybe thousands, 
on the highways of this country. 


sides of 


Within two weeks my sales had 
increased over 100 per cent and my 
physical labor was reduced at least 
75 per cent, as I did not have to lift 

[CONTINUED ON PAGE 192; 


WONDERFUL BUYS 
RIGHT NOW 
IN 


WOMEN’S AND CHILDREN’S 


nationally-advertised 
SHOES 


National Shoe Fair, Oct. 26-30 
Hotel Morrison, Rooms 1127-1128 


Southeastern Shoe Travelers Ass'n, Nov. 2-5 
Piedmont Hotel, Parlor C 


Southwestern Shoe Travelers Ass'n, Nov. 2-5 
Adolphus Hotel, Room 1010 


Alexandria Hotel, Room 512 











ene ian 


Fe ee a ne eg en erties 
: Soe Seer rt RPO ROO OL OOO mee 





/ 


/ 
ra 7 
/ 

WN : 
X N 

\ 

WN 
NV 
x 


5 


trailer hooked to his car. Watching 
him, I thought to myself, “He doesn’t 
have to pay hotel bills or eat at high 
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© About Shoe People 


Ruth Rubin, polio-lamed redhead 
who operates the National Odd 
Shoe Exchange from Santa Monica, 
Calif., has had excellent in- 
crease in her business as the result 
of publicity given her recently in 
consumer magazines, Art Linklet- 
ter’s “House Party” program, and 
the BOOT AND SHOE RECORDER. She 
has received nearly a thousand in- 


an 


quiries about her service bureau, 


which acts as a clearing house in 


“matching” people who wear mis- 


mated shoes, aiding them in finding 


“solemates.” 

Victor Rosenberg of North Ar- 
lington, N. J., has been named man- 
ager of the Florsheim Shoe Com- 
pany’s 47th Street store in New 
York City. 


Leonard Sorkin and Jack Ruben- 
stein, who have associated 
with the shoe business in Syracuse, 
N. Y., for 25 years, are proprietors 
of Men’s Shoe World, which opened 


been 





custom shoes °° 


brackets 





The best of England and Scotland 


Exclusive British Imports 


SAXONE SHOE COMPANY 


of Scotland 


Makers of world renowned Gleneagles Golf Masters, 


approved by the American P. G. A. 


in association with 
CABLE SHOE COMPANY of England 


Will present their complete range of fine 


prestige men’s shoes for town, country 
and casual wear at the NATIONAL 
SHOE FAIR IN CHICAGO. 


These shoes embody the same superb 
craftsmanship that 
Gleneagles Golf Shoes the choice of 
champions. Meticulous detail, beautiful 
leathers, British shoemaking at its best 
... plus American lasts . 
to make this an outstanding line of 
. at prices in the middle 
to insure turnover and 


profit, as well as consumer satisfaction. 


Buyers are cordially invited to 


ROOM 975, PALMER HOUSE, CHICAGO 


has made their 


combine 











recently. It features cancellations, 
samples, factory closeouts and sur- 
plus. 


Carl Kauffman has been named 
divisional merchandise manager in 
charge of shoes and millinery for 
F. & R. Lazarus & Company, Co- 
lumbus, O., department store. 


Harold Smith is manager of a 
new Schiff’s Shoe Store, which was 
the first shop to open for business 
in a newly constructed shopping 
center at Middletown, O. Mr. Smith 
was recently promoted to Middle- 
town district sales manager. 


Mr. and Mrs. Hubert Douglass 
have opened the Douglass Shoe 
Store in Oxford, O. They will stock 
nationally known lines for the fam- 
ily. 


W. R. Funkhouser will manage 
the Family Shoe Store, which was 
opened recently at Red Oak, Ia. It 
is one of four stores owned by 


Clyde F. Clark of Shenandoah, Ia. 


Carl Stapenhorst, former man- 
ager of the shoe department in 
Starrett’s Store at Sheldon, Ia., has 
opened his own store, Carl’s Foot- 
wear, carrying women’s and chil- 
dren’s shoes. 


David Fogel has been named by 
Schiff’s Shoes to manage a Locust 
Street store in Des Moines, Ia. He 
has been with the company 20 
years. New manager in Ames, Ia., 
is Bruce Sundblad, a six-year mem- 
ber of the company, who is return- 
ing to Ames from Leavenworth, 
Kan. 


John Abel has been transferred 
from Wheeling, W. Va., to manage 
a Marsh Shoes unit in the new 
Columbus Plaza shopping center at 
Battle Creek, Mich. The company 
operates some 80 stores in Michi- 
gan, Ohio, Kentucky, New York, 
Pennsylvania and West Virginia. 


Frank C. Bergin, formerly of 
Philadelphia and Chester, Pa., is 
the new manager of Jackson’s in 
St. Petersburg, Fla. The store spe- 
cializes in prescription work. 


Pat Smallwood, who has sold 
footwear for 33 years in Mobile, 
Ala., is now manager of the men’s 
department at the downtown Mo- 
bile outlet of Ralph’s Family Shoe 
Store organization. Mrs. Ruby 
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Moon has been named manager and 
buyer for Ralph’s Prichard Store. 
She formerly was at Loveman’s De- 
partment Store, Birmingham, Ala. 


Miss Lois Callahan is manager 
of Thompson-Boland-Lee’s new De- 
catur, Ga., store, which recently 
held a formal opening. The store 
has 4000 square feet of floor space. 


Dewey W. Williams is manager 
of a new Kinney Shoe Store in At- 
lanta’s Broadview Plaza. He joined 
Kinney in 1953. 


D. H. Holstead, who has been in 
the at Shreveport, 
La., for about nine years, is now 
managing a_ branch of the 
Regent Shoe Store at the Freestate 
Park Shopping Center. 


shoe business 


store 





More news ‘About Shoe 


People’ on page 216 





Mr. and Mrs. N. B. Nash have 
opened Stacy’s Self Serve Shoes in 
Clinton, Okla. It’s the first shoe 
store of its type in western Okla- 
homa. Alfred Fischer is manager. 
All shoes are displayed on _ plain 
board shelving. 


Elmer Henderson is the new 
manager of Clay’s Super Shoe Mart 
in Tulsa, Okla., at the Apache Cir- 


cle Shopping Center. 


Paul Aaron has been appointed 
to manage a Baker’s QualiCraft 
Shoe Store in a Dallas shopping 
center. He succeeds Ed Simas, who 
was transferred to Tulsa, Okla. 
Mr. Aaron formerly managed a 
Baker’s in Beaumont, Tex. 


Milton Ross has been named to 
manage the GallenKamp Shoe Store 
at 422 S.W. Morrison St., Portland, 
Ore., which formerly operated as 
Block’s Shoe Store. He was also 
named district manager for all 
GallenKamp shoe stores in Oregon 
and Washington. 

Louis Shapiro, who has been op- 
erating a children’s shoe store in 
-acific Beach, Calif., has closed it 
and opened a cancellation store in 
larger quarters. Jack Norr is man- 
ager of the store, the Red Dot Shoe 
Mart. 


Michael Ferrantelli, who 
ates shoe stores at East San Diego 
and Chula Vista, Calif., has 
launched a new unit Pacific 
Beach, Calif. 


oper- 


at 
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Empire State Group Seeks 
200 Lines for January Show 
SYRACUSE, N. Y.—A total dis- 
play of 200 top brand lines is the 
goal set for the Empire State Foot 
18-20 
theme 


Association’s January 


10th 
will be featured. 


wear 
show. A anniversary 


Plans for the annual show were 
discussed at a recent luncheon meet 
ing here conducted by Ralph Rowley 
of Dunn and McCarthy, Inc., chair- 


man of the association board. John 


Quinlan, president of the association 
and shoe buyer for C. E. Chappell 
& Sons, noted that the 
grown from 27 displays viewed by 
75 retailers in 1949 to last 
record of 193 displays and a regis- 
tered attendance of nearly 600 buy 


show had 


year’s 


and retailers. 

Bruce Quimby of Bates Shoe Com 
pany is chairman of the 
event, which will again be held at 
the Hotel Onondaga. Howard Peer 
of i 
charge of preparing the official pro 


ers 


general 


Eastwood’s Rochester, is in 


gram and work book. 
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BALLET SLIPPERS 


led{l'icals 


by BERNED 


Comte Ww 


212 SIZES 
IN STOCK 


As important as the fine quality, 


design and flawless fit 


Slippers is the 


hs : 
professional 
of Berned Ballet 


complete range of sizes — ready 
IN-STOCK for instant delivery. 
Finest quality 
Hand-lasted and fully lined. Black, 
white, red, pink and blue leathers 


$490 


Net f.o.b 


garment leathers. 


and dyeable white satin. 


Boston 


BERNED SHOE CO. 
Manufacturers — Distributors 


207 ESSEX ST., BOSTON 11, MASS. 





How I Licked the 
Big Depression 
| CONTINUED FROM PAGE 189] 

and carry, pack and unpack, sample 
cases. Dealers were tickled pink with 
the innovation. I ate better, slept 
better, and the new method of selling 
cut my expenses for hotels and res- 
taurants to the amount of about 
$20.00 a week, which represented 
the difference between victory and 
defeat. 

The first day I sat at the wheel 


of my car with that 18-ft. trailer 


the 


hooked behind it, I was scared stiff 
as I pulled out of the machine shop 
where the display racks had been 
fitted up. I felt as if I had something 
as big as a school house hanging on 
my car. I expected to clip every tele- 
phone pole and every car I passed. 
But after driving around the block 
a couple of times, I realized that I 
need have no worries, as the trailer 
followed so true that I knew anyone 
who could drive a car properly could 
drive one with a trailer attached. 
One Sunday morning at the end of 
second week, I about 15 


was 


2... service is tailored to provide all the 
working capital any qualified client needs, 


without increased borrowing, diluting 


profits or interfering with management. 


Information available for any manufacturer or 
distributor with $500,000 or more annual sales. 


Textile Banking Company 


55 Madison Avenue, New York 10, N.Y. 
Providing operational financing for the 
apparel, electronics, furniture, leather, 

plastics and textile industries. 
Subsidiaries: 


T. B.C. Associates, Inc., New York 


bia aed 
i 


od 


miles south of Tallahassee, Florida, 
heading north to Georgia. Not know- 
ing any better, never having had a 
trailer before, I was sailing along 
at fifty-five miles an hour when sud- 
denly the hitch broke, and all that 
held the front end of the trailer to 
my Buick was a steel safety chain. 
The car and trailer went first to one 
side, heading for a ditch, and then 
to the other, wigwagging all over 
the road. I did my best to control 
the situation and did straighten out 
several times, but finally I heard a 
crash, four times, and I knew my 
trailer had turned over on all four 
sides. My car, heading for the ditch, 
turned over on its left side. Luckily, 
I lived through the adventure with- 
out a scratch. I did, however, learn 
this: “NEVER drive with a trailer 
at more than 45 miles an hour speed, 
as anything might happen. With 
higher speed, even with electric 
brakes which are now part of the 
equipment, you may not be able to 
hold ’er in the road. 

My trailer was a complete wreck 
and I received full insurance cover- 
ege. It had worked so well during 
the two weeks I had used it, that I 
bought another one, a 27-foot long 
house-trailer. In this larger trailer, 
I had many more display racks, so, 
in addition to my own samples, I 
obtained samples from five different 
wholesalers and manufacturers. Ar- 
ranged on my racks were 1,250 non- 
conflicting styles, embracing 
men’s, women’s, and children’s shoes 
of various types and grades. 


shoe 


By now, the economic pressure had 
forced nearly all traveling shoe sales- 
men to quit the road, and when I 
rolled up beside the curb in front of 
a store and the dealer’s eyes roved 
over that great array of samples, 
featuring various types and styles, 
it was like attending a shoe fair. The 
result was that my sales grew and 
grew and grew. My personal bank 
which had been reducing 
for many months now reversed its 
gears, and with renewed life and 
alacrity increased its upward climb. 
The enlarged volume of sales which 
own wholesale house received 
was like “a shot in the arm,” and 
although the heavy volume of faii- 
ures we had received was a tough 
body blow, we weathered the storm 
financially and emerged from the 
red and into the black successfully. 

I was a pioneer in this sample 
room trailer ‘method and all pioneers 


account 


our 
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have it tough, because they do things 
different from the regular run. I 
had my troubles, too, from which 
vou’ll probably get a laugh as you 
read on. 

The first year that I pulled that 


27-ft., 6000-pound, 4-wheeled trailer | 


behind my big Buick over the South, 
] was arrested thirty times, and 
taken to the police station in various 
cities and towns!!!!! 


eling with trailers going to and from 
Florida in the fall and spring went 


right through the cities and towns | 
and stopped at trailer parks or ser- | 


vice stations in the suburbs. With 
my commercial trailer, I had to go 
into the main business sections where 
retail shoe stores and department 
stores were located. And it happened 
that my trailer for the first three or 
four years was the largest house 
trailer in the South. It had been 
custom made for a millionaire and 
he “hadn’t spared the horses.” I 
bought it second-hand. So, when the 
police sighted this immense “house 
on Wheels,” which they often de- 
scribed to their chiefs as being as 
“big as a pullman sleeper,” they just 
made a grab at it and arrested me 
on the charge of violating the first 
thing that entered their heads, (so 
it appeared) and so they could have 
the satisfaction of hauling in a big 
fish. 

These pioneer days are now behind 
us and trailer sample rooms, today, 
are accepted as a part of American 
life. Fortunately, I had, as Mayor 
of a city, supervised a _ 21-officer 
police force and knew police work. 
Also, I had been for several years 
an inspector in U. S. Dept. of Jus- 
tice, Bureau of Investigation work, 
and knew a citizen’s rights 
our Constitution. In 21 cases, when 
brought before the Chief of Police 
by the arresting officer, I gave my 
opinion of where the officer was 
wrong in arresting me, and stated 
my rights, whereupon the chief re- 
leased me with apologies. In nine 
cases, I had to go in court before 
the Judge. I won six cases out of 
the nine, appearing as my own at- 
torney. In two cases (both in Geor- 
gia) I was found guilty. Assuming 
that each case was a racket, when 
fined $15.00 or ten days in jail, I 
refused to pay the fine and stated 
that I’d take the jail sentence but, 
when I got out, I would howl until 
the Governor of Georgia would hear 
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It was some- | 
thing new to the cops. Tourists trav- | 
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me and the racket. In both 
cases, the Judge hemming and haw- 
ing, mumbled something and then 
stated, “I’m going to let 
But was 
in Florida, the Judge fooled me. He 
found me guilty and fined me $22.50, 
ten days at hard labor in the 
I was innocent and re- 
I stated that 


stop 


you go.” 


in one case, and that one 


or 
county jail. 
fused to pay the fine. 
I believed it “racket” and 
would take the ten days. With the 
Sheriff beside me in my Buick and 
the big sample-room trailer behind 


to be a 


us, we drove into a two-acre stock- 


ade and dropped anchor beneath 
some coconut palms near the jailer’s 
office. While there, I lived the “Life 
of Riley.””. Was allowed to sleep in 
my trailer of cell. I 


did not eat with the other prisone) 


instead in a 
my meals were served to me in the 
My time was spent 
books 
From a 


mostly 
the 


newspaper, [| 


trailer. 
reading 


trees. 


in good under 
palm 
obtained new 
brief in my trailer setting up 
facts. I had the sheriff 
the Judge, and the afternoon of the 

CONTINUED ON PAGE 201 
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Fashion Within the Budget: 


Colored Nylons Catch On with St. Louisans 


By VIRGINIA MARSHALL 


ST. LOUIS 
is selling “madly” in St. Louis de- 
partment stores, a survey of hosiery 


Colored nylon hosiery 


counters reveals. 
“After all,” said one saleswoman, 
“the customer needs hosiery, wants 
shopping 
colored 


it, and is prepared to 
Since 
more than she planned to spend, she 
buys them without hesitation.” 


buy. pairs cost no 


Many of the hosiery salespeople 
interviewed the thought 
that colored nylons give homemakers 
and career girls a chance to try out 
a truly fashion item without paying 
an extra price for the privilege: 

“Here is a fashion-approved trend 
which won’t hurt her budget. She is 
going to buy hosiery anyway—and 


repeated 


she can buy swishy colored ones and 
not go one penny beyond her nor- 


mal expenditure limits.” 


Displays Are Prominent 
For many months now, St. Louis 
department stores have given prom- 
display 
Customers have seen the reds 


inent space to colored ho- 
siery. 
and blues and greens 
for a long enough time so that the 
revolutionary impact of the drastic 
Now 


women 


in passing 


color emphasis has worn off. 
sulespeople are finding that 
are coming in pre-sold. The 
first purchase, however, is just one 
pair—for a lark! 

On the return trip, the same cus- 
tomer buys two pairs, or even three 


usual 


pairs of one color. From this pat- 
tern, sales personnel conclude that 
the customer genuinely liked wear- 
ing the colored tones. 

“Teenagers took to them in 
ume starting last summer,” 
er reported. “Whereas mature women 
tend to stick to the darker shades, 
the teenagers pick out one pair 
just 
fered considered a 
mark of high school royalty to own 
several pairs, all different, whether 
they actually tie in with wardrobes 
or not.” 


vol- 
one buy- 


one—of every bright shade of- 


for sale. It is 


Hosiery counter saleswomen are 
recommending that the hosiery re- 
peat the color of the shoes, or the 
color of the apparel, or both. 

“We do not insist, as we did at 


194 


that the hosiery match the 
shoes. Often matching the apparel 
makes for a better coordinated out- 
fit. For example, dark gray hosiery 
with a charcoal costume goes beauti- 
fully with red shoes.” 


first, 


Personnel Study Forecasts 
Salespeople have been carefully 
coached in St. department 
stores. At regular intervals they are 
given bulletins and charts 
showing and fabrics. By 
studying these, personnel can pre- 

sent the merchandise knowingly. 
“Women today are well informed 
“They 


Louis 


forecast 


colors 


one manager stated. 
the fashion magazines and 
newspaper features and watch TV. 
It is pitiful for a department store 
to find that its customers are better 
informed than the sales personnel. 
It is part of every salesperson’s job 
well informed. 


on style,” 
read 


to get—and stay 
“Salespeople really like to sell the 
They sell them 
with enthusiasm for two reasons. 
First, they wear them themselves 
and like them. Second, the neutral 
beige shades, so much alike for so 
many years, became almost tiresome 
to sell. There was never any novelty 
value to offer colorwise. Now hosiery 
personnel have perked up and are 


new colored hose. 


enjoying new enthusiasm and inter- 
est in their jobs.” 


Goodrich Opens Warehouse 

WATERTOWN, MASS.—A 
modern Florida warehouse has been 
opened at Hialeah to distribute Bb. 
F. Goodrich and Hood footwear 
products. The company said ‘“P-F” 
canvas shoes and Koroseal water- 
proof footwear will be stocked there 
to assure prompt service to Florida 
dealers. Leonard Scales of Baltimore 
is the warehouse manager. 


new, 


Basco Opens New Showroom 

CAMBRIDGE, MASS. — 
Athletic Shoe Company has opened 
a modern, air-conditioned showroom 
with pegboard wall displays at its 
factory here. On exhibit is the com- 
line of baseball and _ little 
league shoes, football and bowling 
roller skates and skates 
as well as skating accessories. 


Boston 


pany’s 


shoes, ice 


George Waldes, vice-president in 
charge of sales and production for 
Waldes Kohinoor, Inc., Long Island 
City, N. Y., maker of fastening de- 
vices, has been named president of 
the New York Chapter of The 
Quartermaster Association. The 
group is composed of present and 
former members of the Armed 
Forces and private industry with a 
special interest in the Quartermas- 
ter Corps. 





Mexican Footwear Production Doubles in Eight Years 


MEXICO CITY, MEXICO—Mex- 
ico’s shoe industry more than 
doubled its production within an 
eight-year period, according to the 
National Chamber of the Mexican 
Shoe Industry. 

The chamber the industry 
could become “one of the most pros- 
perous manufacturing activities in 
the republic” if it could obtain suffi- 
cient quality skins for its 
needs. 

Back in 


has 


said 


good 


1949 Mexican shoe pro- 
duction was 15,980,000 pairs. Pro- 
duction in 1957 soared to some 35 
million pairs, and the upward spiral 
is continuing this year, the chamber 
reported. 

Increased production is being 
maintained in the face of difficulties 
experienced by the industry: lack 
of good grade leather; use of anti- 
quated machinery by many medium- 
sized firms; production on a virtual 


handmade basis in many smaller 
(principally firms making 
sandals and sportswear for the tour- 
ist trade); deficiencies in tanning 
processes, and other problems. 

Despite all these setbacks, the 
growth of the Mexican shoe indus- 
try is considered “impressive.” 

In 1930 Mexico produced but 
5,060,000 pairs. Ten years later this 
had been boosted by a little more 
than a million pairs. And then the 
shoe age” in Mexico really began. 
In the following nine years produc- 
tion practically tripled, and the up- 
ward swing has continued. 

Today, on the American 
nent, only four’ nations exceed 
Mexico in shoe production: the 
United States, with over 597 million 
pairs; Brazil, with 69 million; Can- 
ada, with a little under 40 million. 
and Argentina, slightly below the 
Canadian output. 


shops 


Conti- 
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Work Shoes 


Informative Window Cards 
Hike Work Shoe Sales 


Stockton, Kansas—Adopting a unique system for win- 
dow displays of work shoes a little more than a year ago 
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Mats: Hard 
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Guaran 
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has had such profound sales influence at Stephenson’s, 
clothing store here, that work shoes are now outselling 
men’s dress shoes. 

Moreover. work shoes are selling in the better price 
bracket between $10.95 and $16.95, although the store 
carries an $8.95 pair to meet competition, according to 
Paul N. Stephenson, owner. 

Until the new window display system. which is built 
around highly informational show cards, Stephenson was 
somewhat disappointed with his work shoe turnover. Al- 
though Stockton is in the heart of the north central Kansas 
farming area, with many oil fields, coal mines, granite and 
cement plants mixed in with farming, work shoe sales 
were barely adequate. 

Well aware that he was not capitalizing to the full on 
the extent of the market, Stephenson began checking into 
the reason why. After discussing work shoes with several 
farmers whom he knew well, he buttonholed workers in 
other industries, asked them what price they would like 
to pay for work shoes, what features they most wanted, 
and similar information. Getting plenty of cooperation 
along the route, Stephenson was surprised to find that he 
already had exactly the prices and exactly the features 
which his interviewees mentioned. “Apparently, we weren't 
doing a good job of letting the working man know what 
we had to offer,’ Stephenson said. “I knew that it was 
time for a change in merchandising technique.” 

Remembering the high points of conversations with vari- 
cus workers both outdoors and indoors, Stephenson de- 
cided to “tell the passersby more about each work shoe,” 
using six by four-inch cards, in place of the usual simple 
price card which had been used with work shoe displays 
in the past. In each case, the signs are hand-lettered in 
India ink with a broad-pointed speedball pen, to empha- 
size the sales point of every pair of shoes shown. Stephen- 
son writes the copy, turns it over to his display department 
for reproduction, and uses an average of six such “infor- 
mation cards” along with every work shoe display. The 
tempo of work shoe displays has been stepped up as well, 
to the point that there is a new work shoe display almost 
every week throughout the year, instead of on alternate 
weeks, or only once a month. 

A typical card, for example, showing a_ better-priced 
pair of work boots at $16.95, read: 

“Rugged And Ready! Eleven-inch Chocolate- 
Oil-Tanned Upper. Thorough-Test Oil-Proof Sole 

High Lift Logger-Type Heel. Steel Arch Sup- 
ports—Ask for Number 424.” 

In showing a russet brown work shoe which has become 
the store’s best seller at $14.95, copy pointed out: 

“Brazil Nimrod Oil Tan—The Finest Tannage 
That Is Available On Today’s Market. Ask for 
Number 409.” 

In the same display was a $10.95 work shoe described 
as: 

“Soft and Durable Horsehide Upper and 
Tough and Durable Vul-Cork Sole Plus the Com- 
fort of a Built-In Arch Cushion—Satisfaction Per- 
sonified. Ask For Number 674.” 

Somewhat surprising, in view of the fact that all mer- 
chandising emphasis is on long lasting quality. is the 
perpetual appearance of an $8.95 “rock bottom price” 

| CONTINUED ON FOLLOWING PAGE| 
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branded”’ on 
every tree 


identify store as 
fitter of fine shoes 


full guarantee 
of quality 


(up to 12 
letters). 


O. A. MILLER CO. 


Holiday Wrapping 


MAKE EXTRA PROFIT 
On Every Shoe Sale! 


Now Miller Pack Flat Trees in a complete in 
store shoe tree package specially designed for reaping 
sales during every holiday sales season. Miller Pack 
Flats are in a class by themselves most wanted shoe 
tree made. Strong treeing action completely reshapes 
shoes, finished in lustrous natural wood and polished 
nickel-plated hardware. 

Cost: $54.50 Sell: $93.95 (normal retail value) 

You get 36 pairs of Pack Flats, made up in a range 
of the fastest moving sizes. Plus the five proven in- 
store merchandising aids shown at top, including your 
own private branding. 

Order Now — to get all these profits for the season 
coming up. Just clip and send coupon below, we’ll do 
the rest. 


Money Grows on Miller Trees 


Gentlemen: Please ship immediately your Special 
Holiday Deal on Shoe Trees complete with five in-store 
merchandising aids . . . all for the one low cost of 
$54.50 net. 

Name 


Store Name 
Street 
City 


Please imprint trees: 





PLYMOUTH, N. H. 


yw natty” 
how ISMEN 


IN YOUR STORE? 


heres what one ExTRA 


ShoeKeeper sale per day 
per person means to you! 


SALESMEN AVERAGE PROFIT PER SALE PER YEA- 


2 |%100x 2= $2.00 | * 600. 
100 x = 3.00 900. 
100 4.00 1200. 
1.00 = §.00 1500. 
100 6.00 1800. 
100 7.00 2100. 
100 8.00 2400. 
100 x = 9.00 | 2700. 
100x10= 10.00 
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ROCHESTER SHOE TREE CO., INC. 
P.O. BOX 36, BEECHWOOD STATION, ROCHESTER 9, N.Y. 
See Us at Booth 82, 4th Floor Exhibition Hall, Palmer House 


Informative Window Cards 


Hike Work Shoe Sales 
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work shoe in the front of the window, where it is one of 
the first to be seen. The identifying sign points out: 
“Brown Cork-Rubber Sole. Barnyard-Resistant 
Upper, One Piece Back, For Only $8.95!” 

Despite the fact that the $8.95 work shoe is featured 
in this way, Stephenson sells very few of them. “We sim- 
ply keep the low price work shoe there as a comparative 
yardstick and to meet competition,’ Stephenson said. 
“Occasionally, we run into a hired hand, a new employee 
of a local industry, etc., who can’t afford to spend more 
than $8.95 for his work shoes. For the most part, how- 
ever, when a customer asks to see them, we get a more 
expensive pair, show him the difference in design and 
construction, and grade him up. By constantly following 
the same procedure over and over again, we are selling 
more than 85 per cent of our work shoe volume in a bet- 
ter price bracket, as well as selling so many pairs that 
for the first time, work shoe volume is bigger than out 
dress shoe sales.” 

Currently, Stephenson is building up a complete card 
file record system on every work shoe sale, which will 
make it easy for the work shoe purchaser to write in o1 
telephone in and request a pair of work shoes to be sent 
out, “exactly like the last pair I bought from you.” 

While newspaper advertising on work shoes has been 
stepped up approximately 50 per cent. Stephenson credits 
his sharp increase to the combination of good, informative 
sign writing, mass displays in the window, and a more 
skillful job of comparative selling. “We have found the 
work shoe potential a lot bigger than we had suspected it 
was,” he summed up. 

Few shoes, through history. have been more lavish than 
those of the rich of ancient Rome. They were not only 
painted in all kinds of colors, but were enriched still fur- 
ther with precious stones and precious metals, such as 
gold and silver. When Heliogabalus became emperor, he 
went a step further—he ordered that his shoes be deco- 
rated with real diamonds. Then he passed a special law 
which forbade all women in the Empire from wearing 
diamond-trimmed footwear. It’s interesting to note that 
another Roman emperor—Aurelian—passed a_ footwear 
law also. This one, however. was addressed to men. and 
forbade them from wearing shoes that were colored green. 
white, yellow, or red. because only the ladies, hence- 
forward, were allowed such shades. 


Special shoes were worn in America for attending funer- 
als. according to a newspaper shoe ad of the 1740s, which 
advertises “mourning shoes.” along with lots of other 
favorite styles. Some seem to be quite modern, such as 
“shoes of black velvet.” Others seem to be quite elegant, 
as “fine silk shoes,” “shoes of white damask and red mo- 
rocco.” Still others are curious. as “white callimanco 
shoes.” “red everlasting shoes.” and “black mammy shoes.” 
Damask worsted shoes evidently came in a variety of colors. 
because they were for sale in “red. blue, green, pink color 
and white,” in a similar ad which came out in 1751. This 
ad goes into particular shoe styles, which arouse the curi- 
osity even more, because the buyer is offered a selection 
which includes “high, cross cut, common, court, and wur- 
tenburgh” heels. She is also offered “satinet patterns” 
complete with flower embroidery on the vamps, and a white 
shoe that is trimmed with russet bands. 


Men wore pattens in the 18th century as well as women. 
It's reported that some still do, in British mill towns. 


Boot and Shoe Recorder 





What Shall We Advertise? 
by ERNEST W. FAIR 


Waar shall we advertise?” 

That’s never an easy question to answer. Just selecting 
items at random through the store is a guaranteed way to 
waste advertising money. And you certainly can’t adver- 
tise everything in stock—therefore you must choose those 
items which are most capable of maximum results. See The Shoes 

No one has ever discovered a formula to apply in an- 
swer to our question and it is doubtful that anyone ever America Lives In! é 
will. It’s a complex problem, unique and different with 
every retailer from every other retailer. 

However, there are time-tested and proven considera- 
tions which will give you much greater assurance of ad- 
vertising the right items if you follow them than if you 
attempt to make the selection on a haphazard basis. Here, 
in paragraphs to follow, are the more important of these 
as demonstrated by the experience of the more successful 
shoe retailers today. 

This offers an excellent guide against which the retailer 


can appraise each item of merchandise he has in mind to 
feature in any given advertisement. These are as follows: ROOM 704 “ PALMER HOUSE 
The item must be representative of the merchandise you NATIONAL SHOE FAIR 
carry in your stock or it cannot achieve its primary pur- — eh a 
pose of bringing people into your store to buy other mer- 
chandise as well as the item being featured. Cut price 
items can sell themselves (seldom at a profit) but experi- 
ence has proven that if their sole asset is the deep cut 
price they fail to attract the kind of customers you can 
sell more profitable goods to. | line of Bass Weejuns* 
It must attract traffic to the store. The over-all success | 
of any advertising or mechandising effort depends on the for men— In subtle grain 
volume of traffic brought into any shoe dealer’s store. 
Fach and every item featured in every ad should be se- | French Jack 
lected for its power to do that. Merchandise which leaves 
people indifferent will waste the money you spend on the 
space in which it is featured. 
Sales volume must be directly built by the merchan- | NO. 450 
dise featured in the advertisement. This requires that it Tobacco Leaf Brown 
have high salability. Featuring little demand merchandise NO. 451 
will not build such volume. You must offer the goods that Antiqued Black 
will have appeal to a large segment of the newspaper’s 
readership. 
The item should add to the store’s reputation. One of 
the very big secondary purposes behind all of your adver- 
tising is to build the reputation of your store. This insti- 
tutional angle should be part of even the most vivid sale 
advertising. It’s the over-all long-range value you receive 
from your advertising dollars. Every item you select for 
each such advertisement should add to your store’s repu- 
tation. It should build up in the reader’s consciousness, 
bit by bit, the belief that when the time comes to purchase 
anything you have to sell, yours is the one place to come 
for it. 
Best seller items in accepted styles, patterns, ete., should 
always be selected for such advertising. The mere fact 
that they are best selling means they have attained wide 
acceptance or need. This, in turn, assures the maximum 
attention being given to your advertisement. You must 
have that attention for your copy and illustrations to sell. CARRIED IN-STOCK— 
Each should be of good quality and be in demand. Ad- NATIONALLY ADVERTISED 
vertising inferior quality merchandise, no matter how low 
the price, brands your store as carrying no other type of 
goods. When you feature a well-known inferior quality 
item of any kind you automatically convince hundreds of 


possible customers that your is no place to come if they 
want something really worthwhile. You never get a chance BASS 
to sell them. originators of Weejuns* 


Timi st | ight f yery »rchandise ite 
iming mu ye Tig or every merchandise item you G. H. BASS & CO., Dept. BS-10, Wilton, Maine 
| CONTINUED ON FOLLOWING PAGE 614 Marbridge Bidg., N. Y.C. 1, N.Y. Ceuodad 


See the newest 


addition to the famous 
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EXHIBITION HALL 


PALMER HOUSE BOOTH 89 


specialists in shoe store furniture 


200 East 146th Street, New York 51,N. Y. « CYpress 2-0600 


What Shall We Advertise 


| CONTINUED FROM PRECEDING PAGE | 
select to be featured in any advertisement. Featuring 
snow skis in a Florida advertisement in July is an extreme 
example of what not to do on this point. Making certain 
that the item is timed right not only from the angle of 
date or season but other factors as well, is of prime im- 
portance. 

Prices must be right on the merchandise selected. Peo- 
ple are looking for bargains and specials whenever they 
take the trouble to read any advertising you run today. 
You can’t get around it and have to recognize the situa- 
tion. If prices are not “right” they will never give your 
copy a chance. Surveys have shown that first eye attention 
is secured by illustration and then the price figures. If 
the price figure isn’t right the average reader will com- 
pletely ignore the remainder of your copy. 

Sufficiently available stocks should always be on hand 
whenever you advertise any item. Your full profit return 
from the cost of advertising can never be obtained unless 
you are able to cash in on every customer it pulls into 
the store. Another factor is of very big importance, i.e., 
nothing can infuriate the average customer more than to 
build up a desire for something you have advertised only 
to find the merchandise all gone when they come into the 
store. 

Sales possibilities of each item selected should be care- 
fully weighed before it is assigned a place in the adver- 
tisement. There is little point in featuring something 
wanted by few of your customers. To pull the volume 
you are after you must be sure the offering is something 
wanted by the great majority of people. 

What has competition done with the same item? This 
is a question which must be asked concerning every item 
under consideration. Customers are well aware of what 
other stores have done or are doing with it—you had 
better be well informed also. Otherwise you may set a 
price or present a sales argument concerning the mer- 
chandise in the advertisement that will leave your store 
in a ridiculous light. 

Have you advertised the merchandise before and with 
what results? Here is another question you should never 
fail to ask. No matter how many tests a given item meets 
favorably there is always a chance that it will fail miser- 
ably with your particular group of prospects and custom- 
ers. If the same item has been tried before and _ failed 
miserably it hardly merits attention again unless you have 
uncovered some startling new angle that will reverse the 
previous unfavorable response. 

The merchandise must attract the type of customers you 
want for your business. Each selection, made with this 
thought in mind, will help to segregate good from bad 
customers before they ever enter the store and save every 
shoe retailer a lot of headaches. Constantly featuring the 
right merchandise items in advertising will do a better job 
of accomplishing this purpose than any other method you 
can devise. 

Is this something that customers have been waiting for? 
Here is another good question to ask of each item you 
have under consideration for a place in any given adver- 
tisement. If you can supply a definite and affirmative 
“Yes” answer you have something which very much_ be- 
longs in the advertisement. 

Is it new enough to attract attention? A “Yes” answet 
here also gives a high plus rating. Everyone is interested 
in new things. People look for them in advertising par- 
ticularly. 

The foregoing comprise a basic list against which any 
shoe retailer can profitably check. One additional point 
should always be kept in mind—never feature the un- 
wanted, poorly timed or inferior items. 
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by BERNICE S. DECKER 


NSTA to Convene in Chicago 


A PROPOSED benevolent plan 
will be a major matter on the agenda 
for the 48th annual convention of the 
National Shoe Travelers’ Association, 
Inc. The meeting will be held Oc- 
tober 23-24, just prior to the Nation- 
al Shoe Fair, at the Hamilton Hotel 
in Chicago. 

The gathering will open with a 
luncheon at noon Thursday. A cock- 
tail hour from 5 to 6 o’clock that 
evening will be followed by a_ ban- 
Officers will be elected Friday 
afternoon. 

Under the proposed 
plan, any member who joins will pay 
$1.10 upon the death of any other 
member. The widow or estate of the 
deceased member will receive a check 
for $500. As membership of the 
plan increases, it is expected that 
the payments will increase to $750 
or $1000 or more. 

Over 500 members have signified 
their intention of participating, it 
was reported. A minimum of 750 
members to start has been set. 

Consideration of support of the 
Keogh Bill that passed the House 
at the last session of Congress is 
also slated for discussion. 

The bill, which failed of 
ment in the Senate, was sponsored 
in Congress by Rep. Eugene Keogh, 
a New York Democrat. It was _ in- 
tended to permit self-employed per- 
sons to deduct from their income tax 
returns amounts set aside for re 
tirement. Mr. Keogh has sponsored 
the same bill each year for several 


quet. 


benevolent 


enact- 


years. 

The Eisenhower Administration 
opposed the Keogh Bill on the 
grounds that it would cost the Trea 
sury about $365 million a year in 
lost revenue. 

Self-employed are not 
now permitted to take any deduc- 
tions in their income taxes for 
amounts earmarked for retirement. 

The National Shoe Travelers’ As- 
sociation has gone on record for pas- 
sage of this legislation. 


persons 
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A proposal to advance the dates 
of the National Shoe Fair will also 
come up for discussion at the con- 
vention. For some time the associa- 
tion has urged such action. 

e e me 

OFFICERS and directors will meet 
at the Hamilton prior to the opening 
of the convention on October 22 and 


RICHARD D. GRAFFIS 


the morning of October 23. The 
place of the 1959 midyear meeting 
will be decided. An invitation 
been extended by the Pennsylvania 
Shoe Travelers’ Association. 

Richard D. Graffis will preside as 
NSTA president. Other officers are 
George H. Lawson, first vice-presi- 
dent, and Ben Berwald, second vice- 
president. Edmund J. Trench is sec- 
retary and managing director with 
headquarters in St. Paul, Minn. Paul 
D. Cook is treasurer. Ray C. 
dall and Ted Hinds will also partic 
ipate as past presidents. 

Directors represent the 
member associations of shoe trave! 
ers. They are: 

Howard Shoe 
Travelers’ Association; Clarence A. 
West, Central States; E. C. Smelt- 
zer, Indiana; K. Haun, Iowa; Curtis 
W. Johns, Michigan; Albert Fried 
man, Midwest; R. EE. Schuster 
Mountain States. 

Also, 


has 


Ran- 


each of 


Harrison, Boston 


’ 


Miller, Northwest 
Shoe Travelers; John L. Neff, Ohio: 
R. P. Duvall, Pacific Northwest; 
Milton Lewinter, Pennsylvania; E. 
lL. Millwer, Southeastern; Rudolph 
Baum, Southwestern, Dave 
Klinesmith, West Coast. 


Roy C. 


and 


Send contributions to: 
Road Dept., 


on the 


Salesmen 


Decker, 
Evanston, [lt. 


Mrs. Bernice S. 
228 Greenwood Blved., 


How to Sell, Gridiron Style 
EACH SALESMAN of Leveren; 
Shoe Company, Sheboygan, Wis., 
now owns a shining bright football 
trophy. This mean they 
have all suddenly become athletes 


doesn’t 


The trophies are souvenirs of the 
held 


here at company headquarters. 


September sales conference 

The meeting was complete with 
a miniature football field, pep band, 
cheerleaders and roaring crowd 
Fashioned along the lines of a foot 
ball training camp, the 1958 meet 
ing was planned in keeping with 
the 
novel, inspirational and instructive 


Leverenz offi 


company’s policy of having 
sules meetings. It is 
that 
made as lively and interesting as 


cials’ plan these should be 
possible, with all attention centered 
on salesmen. 

Upon arrival each salesman was 
red sweatshirt, 
firm’s main 
The 
throughout 


with a 
the 
Calumet.” 


presented 
bearing brand 
‘a wore 

the 
conference to maintain the spirit 


| CONTINUED ON NEXT PAGE 


hame, men 


these sweatshirts 


“Star player" and "team mascot” get 

together at Leverenz Shoe Company 

{alias “Calumet College") sales meet- 

ing. They're Paul Sevon, firm's top ‘58 

salesman, and Johnny Esch, son of John 
Esch, company executive. 
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CONTINUED FROM PAGE 199 | 

training camp. In 
the football theme, 
which the sessions 
held decked the 
“Calumet College” locker room. It 
was complete with lockers, benches, 
pieces of football equip- 
ment, and banners urging the sales- 
men to beat the competition. The 
“Calu- 
week’s 


and idea of a 
keeping with 
the room in 


were was out as 


various 


company was referred to as 
met College” during the 
activities. 

Production workers, supervisors 
and salesmen all participated in the 
final cheer rally. This was the cul- 
the 
program of 


week’s concen- 
trated training 
and human relations topics. Prob- 
lems peculiar to all segments of the 


mination of 
sales 


firm were discussed. “Stay on the 
Ball, 1958” the slogan on 
exch football trophy. These 
awarded by Paul Gesch, president 
of the “Football Boosters Club” 
(which was Local 197 of the Boot 
and Shoe Workers’ Union 
eee 

WINNER of the 

award, Paul Sevon of Minneapolis, 


Was 
were 


star salesman 


Minn., was announced. The award 
was based on his total sales. (He 
will receive the award along with 
top salesmen from other firms dur- 
ing the National Shoe Fair, in a 
program sponsored by the National 
Shoe Manufacturers 

John H. Esch, vice-president and 
veneral sales manager of Leverenz, 
was known as head coach of “Cal- 
umet.”” He presented topics appli- 
cable both to football and selling. 
Conditioning was explained as de- 
veloping the proper mental and 
physical conditioning necessary for 
the year ahead. Timing was dis- 
cussed from the standpoint of using 
both the 
time to 


Association. ) 


salesman’s and dealer’s 
the 
properly planning each day’s work 
and then the 


“Knowing the problems of the cus- 


best advantage by 


executing plan. 


temer and the factory” comprised 

teamwork. 
“Special skills” listed as 

blocking competition, tackling ob- 


were 


jections, passing information and 
carrying the ball. For the “will to 


win,” salesmen were urged to set 


«a goal and make progress each day 
toward that goal. 

Alva E. Bradley, representative 
of the Dale Carnegie Course in east 
central Wisconsin, was the featured 
speaker. Designated as a visiting 
coach, he spoke to a combined 
gathering of salesmen and super- 
visory personnel. 


‘The Road’ Can Be a Street 

CHICAGO’S State Street, one of 
the world’s busiest and most con- 
centrated shopping centers, is “the 
road” for a veteran shoe salesman, 
Howard J. Enquist. 

Mr. Enquist is currently 
brating his 52d year as a 
salesman. All of this time he has 
spent in Chicago’s downtown area, 
familiarly known as “The Loop.” 
The city’s major department stores, 
mail order 


cele- 
shoe 


chain organizations, 
houses and large shoe stores have 
been his customers. 

Mr. Enquist’s experience in the 
shoe business goes back to 1896, 
when he went to work for Holden’s 
Family Shoe Store. Now gone from 
the local retail scene, Holden’s was 
long one of the outstanding quality 


BRAVO ITALIANOS! 


AMERICA’S FINEST STORES FEATURE THESE FINE LINES 
SEE THEM NATIONAL SHOE FAIR 


PALMER HOUSE ROOM 659 


CALZATURIFICIO TRENTO 
Italy's Finest Men's Shoes 


TRENTO: Mark of the world's finest men's footwear. Styled for the 
Exquisitely hand-crafted of the world’s 
choicest leathers with custom details rarely found in other men's 
shoes. Precision fit in every style, for every foot. 

Distributor of the finest men's shoes FRATELLI BATTISTINI. 

MAURI, Producers of the world's finest hand made shoes. 


FUCHS BROS. SALES CORPORATION 


most discriminating men. 


1328 BROADWAY 


CALZATURIFICIO FRATELLI MARTINI di A. G. FRATELLI ROSS! 
Italy's Largest Shoe Manufacturer 


comfort—for value. 


NEW YORK 1, N. 


MARTINI-ROSSI: Italy's leading producer of high fashion men's shoes 
presents a long, strong line designed expressly for the American 
market. Every wanted Italian style is constructed in sizes and widths 
to fit American feet. 
being profitably promoted by fine stores everywhere. 
received enthusiastic acceptance by American men for style—for 


Martini-Rossi, now in their third year are 
They have 


FRATELLI MARTINI-ROSSI, INC. 


Y. ° 


wi 7-4680-1 
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. MORE TO SELL... 
MORE PROFIT! 


1. NEW! white buck cleaner... 


whitens © cleans © preserves 


2. Homogenized shoe 


dressings... 
nearly 40 colors ¢ rub resistant * contains 
lanolin ¢ non-toxic ¢ buffs to high-luster shine 


" 3. LEATHER WAX... 


cleans and protects all smooth leathers— 


all Hoffco shoe dressings are still a full 4 oz. 
value, at the same quality price. 


Darr Dostmann O., inc. 


MILWAUKEE 


even “patents” 


11, WISCONSIN 








shoe stores in the country. 

Mr. Enquist started as an errand 
boy, sold shoes on the floor, became 
findings buyer and eventually was 
made treasurer of the firm. He re- 
calls that the store carried every- 
thing from babies’ shoes to men’s 
shoes up to size 16. The price range 
ran from 50 cents to $5, the 
price. Several lines carried in the 
store are still being made, but now 
they retail from $25 to $35 a pair, 
comments Mr. Enquist. 


top 


“Saturday was the busiest day in 
the week for the 
“Then came Thursday, which was 
known as ‘Kitchen Mechanics Day’. 
We had as many employees as on 
Saturday, as many as 200 or more 
selling the afternoon. 
Much of our extra help came from 
the nearby wholesale district.” 

In 1906 Mr. Enquist went into 
business for himself as a commis- 
sion salesman of shoe findings. He 
still sells findings, but concentrates 
ost of his selling efforts on slip- 
pers. He still has the first line of 
findings he started out with. It is 
the line of ankle supports and wrist 
bands of H. J. Collis Company, 


store,” he says. 


shoes in 
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Taunton, Mass. He also represents 
Swan Shoe Company, The Mondl 
Manufacturing Company and Min 
netonka Moccasin Company, Inc. 

In his years of selling shoes on 
State Street, he many 
changes in buying policies 
practices. He believes that 
are many lost sales today because 


has seen 
and 


there 


departments or stores do not have 
the proper size. “My old boss at 
Holden’s would fire any buyer who 
failed to have needed sizes. In the 
early days I remember’ buyers 
ordering 50 pairs of a size.” 

The Enquist tradition in the shoe 
business is being carried on by Mr. 
Enquist’s son, Howard Enquist, Jr. 
Howard also represents Swan and 
Mond! and the Deevers Shoe Com 
He doesn’t get home 
aus much as his dad, for he travels 
Indiana, Illinois 
Wisconsin. 


pany. to stay 


Minnesota, and 


The elder Mr. Enquist admits he 


work quite as hard as he 
used to. He takes a summer vaca- 
tion in Michigan and a winter one 
in Florida. His home is in suburban 
Park Ridge. But 

hand during the 


seasons. 


doesn’t 


he’s always on 


busy — selling 


How I Licked the 
Big Depression 
|CONTINUED FROM PAGE 193 
third day, the Judge released me. 
The first day out of jail, in the same 
city, I 
$2000 worth of shoes. It 
tention to for 
I found the county was bankrupt. 
In any event, sample-room trailers 


sold a new account nearly 
Was my in 
sue false arrest but 


for traveling salesmen do increase 
They 
They cut hotel and restaurant cost 
And makiny 
machinery of a salesman. 

I traveled the South 
that sample-room trailer for 
and with it, | 
successfully “licked that depression” 

My wife and I have now been re 
tired thi 
time, we have traveled over most 0! 


sales. reduce physical labo 


speed up the money 


over with 
sever 


one-half years, and 


nine years and during 
North America with a mobile home 
We 


Florida 


living in here in 
fitted 


modern improvement and we 


are now one 


which is with every 
enyoy 
our trailer life to the utmost. 

If | 
today, | 
trailer. 


were a traveling salesman 


would use a sample-room 
This modern method insure 
greatly increased sales and less phy 


sical labor and expense. 
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Capitalize on Your Hidden Asset 


YOUR OWN BRAND NAME 


Y ou have a priceless asset in the reputation 





you have earned for selling fine shoes, fitting 





with precision and conducting your business 





with integrity. No amount of national advertising 





could ever substitute for them. These 
services, which only an independent retailer can 
render so well, are your greatest asset! Capitalize 


on it by merchandising to the hilt! 


LET Eysbevate. SHOW YoU HOW 


"The line with a Future for You" 





NATIONAL SHOE FAIR 
PALMER HOUSE 
Rooms 700 and 799 


In Attendance 


JOE MESSNER JACK CHASE 
AL ROZIER WALT PALMER 
BEN TAND 


EPHRATA Genuine Goodyear Welts 
and Puritan Welts to Retail Profitably 34,55 © $]-99 


EPHRATA SHOE COMPANY for’carstos 


EPHRATA PENNSYLVANIA 


202 


Letters... 


Consumer Should Be Heard 


Reading the Boot AND SHOE RecorDER 
last night. | was very pleased with yout 
editorial on consumer reaction [ “The 
Consumer's Voice.” RECORDER, Septem- 
ber 15]. I am very sure that it is wise 
to alert the industry to thinking  seri- 
ously of the objections which feminine 
consumers have to fashion shoes of to 
day. 

This morning I spent in the shops on 
Silver Spring Drive. where we are open- 
ing a new store about November |. Four 
out of five girls T was talking with while 
I waited during a heavy downpour stated 
that all girls who were very aware of 
high fashion, complained about the com- 
fort of all the shoes which they had 
bought in the last year’s time. 

It will be most interesting to see what 
is shown at the Chicago Fair. | believe 
in our industry it has been retrogression 
to have the pointed toe be the only new 
fashion emphasis. 

(MRS.) MARY BROUWER HICKMAN 
BROUWER'S 
MILWAUKEE, WIs. 


No Virtue in Versatility 


\ page from the current issue of the 
Boor AND SHOE Recorver | “Pattern 
Portrait.” September 15| features a 
“versatile shoe.” 

It appears to me that one of the prob- 
lems of the men’s shoe business is a 
gradual decline in the per-capita con 
sumption of men’s shoes. either because 
of a lack of awareness on the part of 
men to the importance of a shoe ward 
robe. or for any one of several other 
reasons. Currently there is a great deal 
of talk among the shoe people together 
with campaigns to attempt to reverse 
this trend. 

Frankly it seems unwise to feature 
any shoe that can be worn “for virtually 
any occasion.” [- would think that our 
problem would be to tell our customers 
that there is no such thing as a versa 
tile shoe. but rather a man should have 
a shoe for each occasion. 

A few vears ago the ladies’ shoe in 
dustry found itself in a position where a 
pair of black suede opera pumps was 
about all a woman needed in her ward- 
robe. While we sold a lot of black suede 
opera pumps. we certainly didn't help 
our overall sale of shoes by putting so 
much emphasis on the all-around shoe. 

| believe that the shoe industry should 
take its cue from its related fields and 
produce merchandise and educate cus- 
tomers that a complete wardrobe of foot- 
wear is necessary. 

L. E. TUFFLY, PRES. AND MGR. 
KRUPP & TUFFLY, INC. 
HOUSTON, TEX. 
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Chicago Firm Proves: 
Semi-Self-Selection, 
Quality Compatible 


CHICAGO — Joseph Salon Shoes 
is proving that a dignified form of 
semi-self-selection can be used suc- 
cessfully by a high-quality shoe 
store. The entire range of styles in 
each store is now placed on open 
display so that customers may see 
all of them easily. 

The new displays, which have been 
named “Just-Look” Corners, are in- 
stalled in all the company’s stores. 
In keeping with the stores’ decor, 
shoes are on attractive 
metal shelf units and glass counters. 
Customers are encouraged to browse 
as long as they wish and to use the 
new displays for selecting their next 
pair of shoes or planning an entire 
shoe wardrobe. And they are ad- 
vised that salesmen will assist them 
only upon request. 

The new plan was initiated after 
prolonged use of a similar system 
for the casual and flats department 
of the Joseph downtown store. More 
than 300 different styles are shown. 
Shoes displayed according to 
type and color. Casuals are shown 
in a special curved, low 


displayed 


are 


glass-top, 
open-side display case. The displays 
include and material range. 
Each shoe is plainly marked as to 
price. 


color 


Customers are also encouraged to 
the open displays to learn 
“what’s what” on the fashion scene. 
Promotional material points out that 
it is possible to survey the entire 
fashion trend in shoes at 
The ‘“Just-Look 
brought to the attention of regu- 
lar customers by attractive mailing 
pieces whose title asked, “Are you 
going in the Right Fashion Direc- 
tion?” 
Besides a group of stores in the 
Salon Shoes 
another shop in Beverly 
Hills, Calif. All are salon-type stores 
specializing in high-fashion women’s 


shoes. 


use 


a glance. 


Corners” were 


Chicago area, Joseph 


operates 


Milwaukee Firm to Add Unit 
MILWAUKEE —S. J. 
Shoe Company, local footwear retail- 
er, will open its fifth store here at 
157 E. Silver Spring Dr., about No- 
vember 1. 
in 1902. 


Brouwer 


The business was founded 
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Sommer and hkaufmann Finds: 


‘Discount Center’ Clears Out Broken Lines 


SAN FRANCISCO—Sommer and 
Kaufmann has developed a profitable 
yet dignified special department in 
its Francisco for mer- 
chandising short and broken lines of 
women’s shoes: a “discount center.” 

The merchandising idea is carried 
out in such a way that the fact the 
shoes are reduced in price in no way 
detracts from the prestige of other 
departments in the store. The ‘‘cen- 
ter’s” location in the building sep- 
arates it from other departments 
and does not attract customers away 
from them. 

S & K converted part of the lower 
street level) for the 
Top price per pair 


San store 


floor (below 
discount center. 
is $6.90. Many are below that, rep- 
resenting a reduction of 30 per cent 
or more. Regular price tags are left 
on so that customers will know just 
how good a value they are getting. 

All shoes are taken from regular 
the San 
from the six other 


lines carried in Francisco 


store as well as 
S & 
of the West Coast’s largest shoe re- 
tailers. 

Half-pairs (right 
played on open metal 
rated according to size. 


K stores. The company is one 


shoe) are dis- 
racks, 
Flats 


heels, various widths and colors are 


sepa- 
and 
grouped together under each size 
Cards placed above the racks indi- 
cate where each size may be found. 

A numerical code system is used 
making it easy for the clerk to find 
the left Numbered sticker on 
the shoe corresponds 


shoe. 
with number 
box in storeroom 
the number 


the 


on price tag on 
The letter 
specifies the category of 


preceding 
shoe: 
heel, flat, casual, ete. 

The discount center is a low-cost 
operation with its open metal racks, 
few fitting chairs and plain decor. 
It is self-service except for one clerk 
“other” shoe on re 
fitted 


include 


who locates the 


quest after a customer has 
herself. His 
completing sales and wrapping shoes. 

Cash is handled by pneumatic-tube 


with 


other duties 


communication an upstair 
There are no refunds, de 
charge thus 
cutting down on some of the usuai 
However, S & Kk 


behind ail! 


cashier. 


liveries or accounts, 


operating costs. 


officials say they stand 


NO REFUNDS 
EXCHANGES 
OR RETURNS 


DISCOUNT CENTER 
MERCHANDISE ! 


The lady has made her selection and 

Sommer and Kaufmann “discount center" 

clerk brings her the left shoe of pair. 

Sign states department's policy plainly. 

On open racks, location of various 
sizes is carefully marked. 


make an ex 


change or refund if the merchandise 


merchandise and will 
is found to be faulty. 

With this simplified 
operating the department, a 
without 


method ot 
reliet 
clerk take over prior 
training. 

Another feature of the department 
which faces cu 


Call 


is the “gold rack,” 
tomers as they enter the department 
One week the special displayed) on 
the slippers or flats, 
another week, handbags. But all of 
fer savings. “Gold weekly 
specials yo unadvertised except for a 


rack may be 


rack” 


placard in the store windows read 
ing: “Visit Racks 
advertised Specials.” 

David 


manager of 


our Gold for Un 

Pa 
the 
center, a small box in the San Fran 
Vews is often all 


that is required to clear out a ship 


According to me} 


chandise discount 


cisco Shopping 
ment of flats or slippers, with an o¢ 
castonal larger advertisement featul 
ing dress shoes. 

The discount center ha: 
to be a profitable outlet for S & K 


short 


proved 


end-of-season reductions and 
ond broken lines as well as for gen 
reduction. Bargain hunt 
the 


they don’t miss elegant surrounding 


eral stock 


ers patronize department and 


or expect personal service. They are 


looking only for bargains. 
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Moceasin Bar Spurs Year-Round Business 


awe eee. 


A tall, painted Indian chief guards the moccasin bar at the new May-D&F Store, 
Denver, where moccasins have become an important factor in sales increases in 
women's and children's shoes on the budget floor. 


DENVER—With the _ belief 
most shoe retailers have left the moc- 
business to curio 


casin gift 


and specialty shops, Al Jones, buyei 


shops, 
women’s and = children’s 
the May-D&F 


Store here, has instead built a qual- 


of men’s, 


budget shoes at new 


itv moccasin department for year- 
round business. 

Already, the success he’s enjoying 
is “phenomenal.” 

“Most shoe retailers have had some 
stock, but 
thin,” Mr. 


new 


have 
eX- 
department 


moccasins in 
them 
“In 


here, we had room and ample and 


they 
pread Jones 
plained. our 
colorful display possibilities. So we 
stocked them from the very smallest 
infant size to size 10 in girls’ and 
women’s styles. 


Variations 


different 
and combinations of 


have 17 styles, 45 
col- 
ors. We size them regularly as we 
do our shoes and put on constant pro- 
They will 
through when children’s busi- 


motion and big displays. 
earry 
ness slackens and when women’s 
business slows up.” 

The new moccasin and slipper bars 
have been added to the budget shop, 
where children’s and women’s shoes 
are sold. They are arranged so the 
customer can choose and study the 
Each 
Saturday and during Christmas holi- 
days and special promotion weeks, a 
trained girl, dressed in attractive In- 
dian princess attire, including moc- 


styles on a self-service basis. 
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that 


several outstanding 
tray and walks among 
the women’s and chil- 
Her 


been almost 100 per cent. 


casins, places 
styles on a 
customers in 
dren’s department. sales have 

In addition, permanent fixtures of 
the department include a painted In- 
dian chief, helmets, tomahawks and 
other Indian gear. The displays are 
changed every few weeks. 

With the advent of Christmas slip- 
per business, the bar is split between 
slippers and moccasins. Mr. 
noted that many times customers will 
buy moccasins in addition to house 
They enter to buy 
moccasins and buy a second pair of 


Jones 


slippers as gifts. 


slippers or vice versa. 
“We will many 
moccasins during the winter season 


Mr. 


know we sell as 
as during the tourist season,” 
Jones predicted. 


Three More for Thom MeAn 

NEW YORK—The Thom McAn 
retail chain announced the opening 
of stores in 
Muncie, Ind., Peekskill, N. Y., and 
Glen Burnie, Md., saltimore. 
The Muncie store, 19th for the chain 
in Indiana, will be managed by Billy 
Robert Geisenburg will man- 
age the Peekskill unit, the 145th in 
New York State. Edward Shiflett has 
been named manager of the Glen 
Burnie store, the 10th for the chain 
in the Baltimore area. 


shopping centers at 


near 


Ross. 


Record Attendance Expected 
For Ohio Spring Showing 
COLUMBUS, O.—Officials of the 
Ohio Shoe Travelers Club say they 
expect their annual Spring Shoe Fair 
—set for November 9-10-11 in Desh- 
ler Hilton Hotel here—to be the big- 
gest and best attended ever. 
Chairman William Short, 
Columbus-headquartered representa- 
tive of the Edwards Shoe Company, 
said heavy exhibitor registration in- 
the number of lines will 
exceed last year’s 127, a near record. 
Dealer will be up, 
according to early There 


Show 


dicates 
attendance also 
interest. 
ix a complete sellout for the free-to- 
retailers supper dance in the Desh- 
ler’s Sky Room on the opening day 
of the show. 

Mr. Short said a business meeting 
and election of officers will be held 
evening, November 8. 
the Sunday 
are the supper dance and a brunch 


Saturday 
Featured on program 
to which re- 
Ohio 
Virginia 


starting at 9:30 a.m., 
tailers from 
parts of Kentucky, 
Indiana 


throughout and 
West 
invited. 


and have been 


Pittsburgh Show to Feature 
160 Lines; Registrations Gain 
PITTSBURGH 
are reported “way ahead” for the 
Spring Shoe Mart to be held here 
November 16-19 under the sponsor- 
the Shoe 
Association. 160 
lines will be displayed on three floors 
of the Hotel Penn-Sheraton, accord- 
Harris, executive 
the 


Registrations 


Pennsylvania 
Some 


ship of 
Travelers’ 


ing to Joseph 


secretary-treasurer of associa- 
tion. 

The show will get underway with 
a Saturday dinner for member sales- 
men and the election of officers for 
1959. On Sunday a buffet lunch will 
for visiting 
dinner dance and stage show will be 
held Tuesday night at a night club 
near the hotel. 


be served retailers. A 


Columbus, O., Baker’s Moves 
COLUMBUS, O. — A spacious 
Baker’s Shoe Store has opened in the 
new building addition of the F. & R. 
Lazarus and Company department 
The Lazarus firm occu- 
pies the upper floors of the addition, 
which is adjacent to its store. 
Baker’s was formerly located across 
the street from its new location. 


store here. 
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‘Hometown’ Leather Display 


Window display at Lit Brothers’ Cam- 
den, N. J., department store features 
leathers produced in Camden by John 
R. Evans & Company, along with shoes 
made from them—including Naturalizers 
by Brown Shoe Company. Inside the 
store, a shoe department display car- 
ried out the same theme. Photos of tan- 
ning processes increased shopper trafic, 
according to Lits' Steve Kreinces, shoe 
department head. 





Most Children Develop Foot 
Defects, Foundation Finds 
ROCKLAND, MASS.—Eighty-five 
per cent of American girls and 65 
per cent of American boys develop 
foot defects by the time they finish 
high the National Foot 
Health Council says after a study. 
Most frequent the council 
claims, is the wearing of outgrown 
and improper socks. Second 
common cause: wearing 
and poorly fitting shoes. 
The study was reported here by 
Dr. Joseph Lelyveld, chairman of the 
council. the re- 
port pointed out, “there should be 
the width of the adult thumb 
tween the end of the foot and the end 
of the shoe. The heel should fit snug- 
lv but not tightly, the 
should provide adequate support. The 
counter should be firm and wide.” 
Foot defects, the council warned, 
can lead to serious problems in adult- 
from unexplained 
to arthritic symptoms. 
The council, a non-profit founda- 
tion, said children should go 
barefooted without 
socks. The group called for “special 


school, 
cause, 


most 
outgrown 


“In a child’s shoe,” 


be- 


and arch 


hood headaches 


never 


or wear shoes 


care” in selecting correct shoes for 
a child, as well as periodic examina- 
tions to be sure the child 
outgrown the shoes. 


has not 
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Self-Selector Rack Boosts Store’s Sales 30% in Month 


MO.—A_ new 
rack 
greased unit sales while it conserves 
clerks’ time in a store here. 

Jim Farmer of Jim Farmer’s Shoe 
Store has solved the problem of how 
to let look at many 
shoes as they want to by installing 


self- 


KENNETT, 


selector shoe display has in- 


customers as 
a seven-foot-high, L-shaped rack at 
the back of his store. On the rack 
Mr. one shoe of 
every pattern in stock. 

It’s his feeling that customers are 
clerk 


and 


Farmer can show 


embarrassed when a 
brings them a lot of 
then they walk out without buying 
simply because they didn’t see what 


often 
patterns 


they had in mind. 

Now customers come in, study the 
rack, handle and re-handle patterns. 
Then the shoppers sit down and the 
clerks wait on them. 
has seen the pattern he or she wants, 


If the customer 


the actual selling is fast and easy. 
Mr. Farmer points out that the 
rack is not intended to take the place 
of clerks waiting on customers and 
Rather it was installed 
by 


fitting shoes. 
to stimulate more sales showing 


the entire stock in one display. Dur- 


ing the first 30 days the self-selector 
Was in use, the store’s unit sales in- 


creased by about 30 per cent. 


70-Year-Old Columbus, O.. 
Firm Adds Out-of-Town Unit 
COLUMBUS, 0. KE \ 
Schwartz, Columbus 
tauiler, 70th 
sary by opening its first out-of-town 
Marysville, O., 30 mile 
William D. Heck 


is Manager of the store, on the 


ans & 
Inc., shoe rc 


celebrated its annive 
‘tore, at 
northwest of here. 
er 
former site of Galloway’s Shoe Store 

Evans & Schwartz opened its first 
The firm 
now has two other outlets in the Co 
the 
Shopping Center and one in subui 


store in Columbus in 1888. 


lumbus area, one in Gracelane 


ban Bexley. 


New Jacksonville Florsheim 
JACKSONVILLE, Fla. A 
I‘lorsheim Shoe Shop which opened 


here recently features an unusua! 


wall display showing every style ot 
stock 


the 


shoe and slipper carried in 


Storage areas are adjacent to 


displays. 


HORWEEN 


manuf 


HORWEEN LEATHER 


2015 ELSTON AVENUE + 


r 


NEW YORK 38 
BOSTON I}: KAY 


JERMANN 


£ & BARNES, if 


Out of the commonplace among leathe: to the 
IHATS 


leadi ¥ 


realm of unexcelled quality and beauty 
HORWEEN CORDOVAN”. Specified by 
icturers and retailers for soft “feel” and long 

specity HORWEEN and be 
Horween side leathers « 


reputation to 


canny 


comlort 


co. 
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Retailer Tries Out His Ideas: 


‘Stag Roon?’ an Innovation at Colorado Store 


By VIVIAN ANDERSON 
GREELEY, COLO. 
with growing customer poten- 


A good loca- 
tion 
tial 
“turn ‘em loose” 
club for the whole family. This com- 


a well arranged store with 
displays ... a shoe 
bination, together with an accent on 
youthful fashion and a men’s shop 
meant for browsing, has spelled suc- 
for Melvin 
Basey’s Shoe Store here. 

In the first 
opening August 1 


cess sasey and his new 


the 
before the Colo- 


few days after 
rado State College across the street 
had opened its doors to the 3600 fall 
semester 1400 
filed through the new shoe shop. The 
the first to 
the main street of 
thriving Colorado city, is 
block from the 
school and College High School lo- 
the blocks 
from another big junior high school 
blocks High 


students persons 
located 
this 
just 


new store, be 


uway from 


also 


junior high 


one 


cated on campus, seven 


and five from Greeley 


School. 
Mr. Basey, who was a partner in 


Randall’s Shoe Store here for six 


vears and worked for a year at 


Florio’s Shoe Store, put his own re- 
He and 
the 


tuiling ideas into the store. 
built 
terior themselves. 

“Take the 
tance,” Mr. 


tock row Ss, 


his brother much of in- 
for in- 
“Double 
starting the first 
step a baby takes, right through wo- 


stockroom, 
sald. 


with 


Basey 


and children’s. Then, there’s 
the back of the 
main selling floor. It was an after- 


men’s 


our ‘stag room’ in 
thought, really. 
this 


but lots of men’s shoes were stocked 


But at the opening, 


when room was not finished off 


back there, | found out that the men 
liked te go back and browse around. 

“So we're fixing it up as a stag 
room with open displays so they can 
that. We decided if the men 


shoes, sitting on old chairs 


do just 
bought 
and boxes or the cement floor (all of 
our furnishings had not vet come), 
then they’d like a room for them- 
soiled 

Mr. Basey’s full-time assistant is 
Dave Glackin, who caters to the uni- 
versity clientele. 


“The whole thing is built on sim- 


206 


“If 


lose 


Mr. 
get too complicated, you 
your effectiveness. Take our displays 
front of the and the 
which any customer 
feel the The 
shoes are peg-boarded out in front. 


plicity,” Basey explained. 


you 
out in store, 
windows into 


can reach and shoe. 
We have yet to have anyone attempt 
to steal a shoe or ruin the display. 
Time and again, I'll 
other 


see crowds of 


students or passersby — stop, 
the 


come into the store and buy. 


study shoe, turn around and 
floor mirrors 
floor, I 
small 


Bermuda 


“In setting my on 
the main 
maybe that 
come from 
sox that the coeds like, and such ac- 
So I built displays which 
next to the The 
girls look at the shoes they’re trying 


thought 
could 


selling 

extra sale 
bows, colored 
cessories. 


are set mirrors. 


on, and when we wrap up the new 
sale, they ask for the bows and the 
sox.” 

When a customer buys a pair of 
shoes, the entire family is registered 
in the club, which is given 
yrominence in the Basey Store’s 
advertising. When 12 
pairs have been sold to one family, a 


shoe 
newspaper 


3th pair is given free of charge. 
It is selected from the average price 
level of the In the first 
month of the store, which is located 


12 pairs. 


on a new city block of shops, several 


fumilies had already been credited 
with five pairs of shoes. 
“Here across the 
remarked Mr. Basey, “I 
am in a position to see what 


from campus,” 
certainly 
men 
and women students prefer in foot- 
And I’m a jump ahead of 
I had one student, who is in 


wear. 
them. 
the college symphony, wear a pair of 
our men’s dress black shoes. Within 
half of the men in the 
orchestra had come in for the same 


a week, 


shoe.” 





Nobody Wears This Shoe 


but It Can Go 70 MPH 


Oklahoma City children explore giant mobile shoe from top to toe af recent 
opening in the Grant Square Shopping Center. 


OKLAHOMA CITY, OKLA.—A 
giant could get his foot into one huge 
red shoe belonging to Felts’ Family 
Shoe Stores, owners of 20 outlets in 
Oklahoma and Arkansas. 

Children go all-out the big 
shoe, which is 22 feet long, 12 feet 
high and 8 feet wide. At store open- 
ings, the youngsters explore it from 


for 


heel to toe, scrambling up an inside 
ladder to peer out over the top as 
in this picture. Afterward, a lot of 
them accompany their mothers to the 
Family Shoe Store, where a 
prize is given with each purchase. 


new 


The shoe, designed by the firm’s 
advertising staff, 
this summer at company facilities in 
Siloam Springs, Ark. It built 
of laminated plywood and fiberglass 
and mounted on a Ford chassis with 
speeds up to 70 miles an hour. Sound 
equipment permits broadcasting of 
announcements 
music. 

Family Shoe Stores—a 
chain—is owned by W. C. 
Felts of Tahlequah, Okla. 
now operates six outlets in greater 
Oklahoma City. 


was. constructed 


was 


and tape-recorded 


regional 


and A. E. 
The firm 
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Boston Retailers Merge After 75 Years on Same Street 


BOSTON — Two of Boston’s well 
known men’s shoe stores, one oper- 
ated by the Coes & Young Company 
and the other by Coes & Stodder, 
inc., have merged. 

Both stores have been on the same 


Boston Mayor John B. Hynes pays a 
visit to Everett Young, right, owner of 
Coes & Young shoe store for men. At 
left is store's manager, William Degnin. 


for more than 75 years, the 
former at 56 School St., the latter 
at 10 School St. The Coes & Stodder 
store has been closed and the merged 
businesses are being operated under 
the Coes & Young name. 
Ownership of this store was _ re- 
cently acquired by Everett Young 
from the estate of his uncle, Fred- 
Young, who founded the 


street 


erick E. 

firm. 
Included among 

the vears have been senators, gover- 


customers over 


nors, Mayors and a long list of men 





Every Style Is in Showcase 


At New Sacramento Store 

SACRAMENTO, CALIF. 
C. V. Coey says his Tower of Shoes, 
which recently held its grand open- 
ing here, offers a major change in 


Owner 


shoe buying. The store has rows of 
down both with 
displayed on 


showcases sides, 


merchandise interior 
shelves. 

“The customer picks what he likes 
and buys what he pleases,” Mr. Coey 
Every style of 
stock is displayed through the ‘win- 
Additional stock is 
stored on shelves behind the display 
Fitting 
rows facing the showcases. 

For the grand opening, Mr. Coey 


explains. shoe in 


dow” showcases. 


cases. chairs are in two 


awarded a television set and pairs of 
from a 
stage showing of “My Fair Lady” 


shoes. He also had models 


and a clown and gifts for children. 
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prominent in industry and = com- 
merce. Today the store has a mail- 
ing list of approximately 33,000 
names and does a large mail ordei 
Many regular customers, 
in fact, have not been in the store 
for a dozen years or more. 

Under Mr. Young’s ownership, the 
store will continue to carry the Bally 
and Banister lines as well as private 
brands. Recently added, also, is the 
Bostonian line made by the Common 
wealth Shoe & 
Whitman, Mass. 


business. 


Leather Company, 


Plans Drawn for Indiana Show 

INDIANAPOLIS, IND.—A 
mittee of the Indiana Shoe Travel- 
ers Association met here recently to 
for the 
program of the Indiana 
Spring Shoe Show, to be held 
November 9-11 at the Hotel Claypool 


here. 


com 


formulate plans entertain 


ment and 


McWhorter ot 


tional Shoe Company was chairman 


Robert Interna 
of the group, which was composed 
of 11 members representing various 


committees of the association. 








BRITISH WALKING SHOES 


as featured in 

LORD & TAYLOR'S 
BRITISH IMPORT FAIR 
and at other 

leading stores 


Quick deliveries & reorders 


AMERICAN LASTS 
AAA's to C's. 


GLACE KIDS, CALF & 
SUEDES 


BEAUTIFUL NEW COLORS 





New Miracle Dry Cleaner 
for all Types SUEDES—Re 
vives Color—Restores Nap 
—8 Popular Shades 
Enquiries Invited from Fac 
tories in Bulk 


Counter Display 
Stands—98¢ Retailer 
Given 


OF PE pon, 


Boxes & 
PM 











Shearlings Available 
from N. Y. Ware 


house 


SEVERAL TERRITORIES AVAILABLE 
LASSIE SLIPPERS, INC. 47 w. 34, N.Y.c. 1,.N. Y. 


TERRY ILES ROOM 960 PALMER HOUSE 
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Nickel or Bronze, 


Shoes on Sale in Six Stores 


Westview, Mary- 
shopping 


BALTIMORE 
land’s regional 
with 
six of its 
them sell noth- 


newest 
shoes on 


30- 


center, has opened 
sale at 
odd stores. 
ing but 

The 
the 


Route 


no less than 
Four of 
shoes. 
shopping center is located on 
National Pike (U. S. 
mile from the 
Baltimore. 
and 


Baltimore 
10) 
southwestern 


about a 
corner of 
has 


It spreads over 45 acres 


parking space enough for some 4,- 
DOO cars 
the fact that a 


can never be more than a few steps 


Despite customer 
from one of the shops selling shoes, 
all the 
won't be competing with each other 

Hutzler 
department 


shoe merchants actually 
handsome 
far the larg- 
center, 
for 


Brothers’ new 
store, by 
the 


line of 


est structure in carries 
shoes 

Its 
displayed in a 


the three- 


a complete men, 


women and children. shoes are 


departmentalized, 


number of locations in 


level store. 


Flagg Brothers, ne a line 


(only PRESTO kas it 
The entirely NEW 


SLIM-TRIM swivee 
TICKET HOLDER 


SHOWS PRICE TAG TO 
BETTER ADVANTAGE 


PRESTO CO.— 525 BROADWAY —NEW YORK 12, N.Y. 


side of 
« maximum number of 
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news about 


tions, civic 
town. 
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All Shoe Travelers 


RECORDER 
the 
shoe travelers. 
important anniversaries, 
activities, 


will also include changes of lines and representation. 
This is your page, 


flow of news coming 


has recently inaugurated a new feature, 
Road.” It is a devoted solely to 
This includes births, 


election to offices in other organiza- 


page 
weddings, 


honors and recognition in your home- 


so we will depend on you to keep a steady 


to us. Please send all news items to: 


MRS. BERNICE S,. DECKER 


SALESMEN ON THE ROAD DEPT. 


BOOT AND SHOE RECORDER 


228 GREENWOOD BLVD. 


EVANSTON, ILLINOIS 








at New Baltimore Center 


of men’s shoes selling for prices up 
to $12.95, 
the mall separating Hutzler’s huge 
smaller 


has a shop opening on 


store from the ones. 


Hamburgers, a men’s” specialty 


shop featuring the Florsheim shoe, 


has a corner nearby, but it is not 


exclusively a shoe store. 
Down the 
shops is a new Baker’s branch, 


line of bright, modern 
sell- 
ing women’s and girls’ Shoes priced 
to $7.99. Its first displays fea 
the QualiCraft 
models. 

Hahn’s and Kinney, it is 
both carry shoes for the entire 
ily—but in different 
Hahn’s cheapest shoe sells for about 
highest-priced 


up 
ture chain’s own 
wue, 
fam 
price ranges. 


what Kinney’s ones 
Lring. 

Hahn’s new shop, its second in 
Baltimore and 11th in the Wash- 
ington-Baltimore area, has a unique, 
window 
allowing 
styles to be 


at one 
for 


display 
the entrance, 


C-shaped 


shown at once and also for ease in 


dressing the window. 
William Hahn, 
who founded 


a grandson of the 
the chain 82 
manager of the 
and Samuel 
Hahn's 
assistant 


man 
years ago, Is new 
Westview 
formerly 
Baltimore 
ager. 
Their men’s department is pan 
elled with broad pieces of old-fash- 
ioned oak put together the 
same type pegs seen in the flooring 
of Colonial period structures. Men’s 
furnishings are displayed with the 


store Levy, 
with 


store, is 


downtown 
man- 


with 


line of shoes. 

The department, 
in a soft green with plenty of mir- 
allows for showing off 
handbags and other accessories as 
well as Murals identify the 
children’s part of the store. 


women’s done 


rors, space 


shoes. 


Oakland ‘Mart? Open 7 Days 

OAKLAND, CALIF. — Discount 
Shoe Mart, which advertises itself as 
California’s fastest growing chain of 
outlet has opened its 
seventh shop at 3760 Broadway, here. 
The store is open seven days a week. 


shoe stores, 


accurate fitting at. a glance 


Lafayette "CORRECT" Fitter 


NO MOVABLE PARTS—MEASURES PERFECTLY— 
MEN'S, WOMEN’S, MISSES’, YOUTHS’, CHILDREN'S 
LENGTH, WIDTH, ARCH MEASUREMENTS 


STYLE M 


MEN, YOUTHS 
CHILDREN 


$25.00 


STYLE L 
WOMEN, MISSES 
YOUTHS, CHILDREN 


Available at Jobbers, Shoe Manufacturers or write to: $25.00 
LAFAYETTE CO. 1: £. Lomsard st. BALTIMORE 2, MD. 


Boot and Shoe Recorder 


The chart of gold inlay on black is set off exquisitely by a red 
plastic base. This same plastic is used for its lightness and durabil- 
ity in our modern aircraft. Increase Sales. Modernize and beautify 
your department. Use LArayetrre “Correct” Firrer. 





Boston Conference to Study 
Distribution, World Progress 


BOSTON—'‘'Distribution and 
World Progress’’—the effect of the 
former on the latter—will be the 
subject of this year’s Boston Con- 
Distribution. The two- 
day affair will be held at the Hotel 
Statler-Hilton here, October 20-21. 

Speakers will come not only from 
this country but from Great Britain, 
Canada, France, Italy, Sweden and 
Mexico. Director of the conference 
is Daniel Bloomfield. 

“The conference,” he said, “pre- 
sents an annual appraisal of the eco- 
nomic forces affecting the business 
of distribution in all its phases. In 
the broad outlook which the confer- 
ence provides may be found the key 
to making distribution more effec- 
tive.” 

Co-chairmen are the presidents of 
Boston’s two largest stores, Edward 
R. Mitton, Jordan Marsh Company, 
and H. D. Hodgkinson, William 
Filene’s Sons Company. 


ference on 


Store Adds ‘Casual Corner’ 
CHICAGO — Charles A. Stevens 

& Company is concentrating its col- 

lection of casual shoes in a new de- 


SALES 


COME 
NATURALLY 


WITH 


WI Aus 


to walking 


LEONG ne nmg geen oo 


Another unbeatable value by MODERN 
THE FEATHERWEIGHT ARCH SUPPORT 
A Triple Correction In One! 


partment known as Casual Corner. 
The department is the third 
floor, immediately adjacent to the 
sportswear apparel department. A 


on 


new line of Italian casual imports 


is included. 


Foreign Visitors See Shoe 
Exhibit at Minnesota Fair 
REDWOOD FALLS, MINN. 

When the Melges Shoe Store set up 
a display booth at the 
County Fair recently, a 
agriculturists, educators and journal- 
ists from Indonesia, South America 
and Yugoslavia were among the 
visitors. The group, accompanied by 
a representative of the U. S. Agri- 
culture Department, the 
county to study farm conditions and 
industry. 


Redwood 
group of 


were in 


At the booth, the group examined 
sport boots and work shoes made by 
the Red Wing Shoe Company, Red 
Wing, Minn. Knute Johnson, factory 
sales representative, told them about 
company. Over 1000 
visited the display during the three- 

Mrs. Evelyn Melges, owner 
Melges Store in 
and Glenn Conelly, 
satisfaction 


his persons 
day fair. 
of the 
Falls, 


expressed 


Redwood 
manager, 
with results. 


Coffee Bean Shade Debuts 
As Customers Sip—Coffee 

DENVER A 
breaks, this time 
rather than the 
method used by 


week of coffee 
for the customer 
employee, the 
exclu- 


Was 
Gano-Downs, 
women’s store In 


introduce the 


sive men’s and 
cowntown 
Coffee 


coordinated 


Denver, to 
Bean color in shoes and 


hats, 


new 
suits, gloves and 
bags. 

Patrons were invited to share cof 
fee and doughnuts on every floor of 
from Monday through 

“Coffee week 
noon 


Gano-Downs 
Saturday of Bean” 
from 10:30 a.m. to 
1:30 to 3 p.m, 


Salesmen in 


and from 


the men’s shoe de 
Walter A. 
the 

Doug 
explained to 


partment, where Rasmus- 


sen is buyer, and in women’s 


shoe department, where Gish 
buyer, 
that the 


can be 


is Manager and 


their patrons new deep, 


dark brown shade worn from 
the 


color, in 


head to toe for all-one-color look 


the 
and 


or else shoes, hats, 


gloves women’s bags, can 
heighten basic shades. 
Active 


women’s 


buying in both men’s and 


shoe departments was _ re- 


ported as a result of the promotion, 


heralded in advertising. 








TOP BRANDS FOR CANCEL- 
LATION STORES, BARGAIN 
BASEMENTS, DRIVE-INS 











ANCELLATIO! 








ae 





branded jobs 











*% LONGITUDINAL SUPPORT ® METATARSAL SUPPORT ® CUBOID CORRFCTIO 
e Priced lower than any comparable arch support in the market 


today 
e Lighter than air 


Modern's Featherweight Arch Support i 


constructed of full grain cowhide, suede lining and sponge rubber 


corrections 
Sizes for Men & Women 
SEE YOUR JOBBER OR WRITE 


146 DUANE STREET, 


MODERN ORTHOPEDIC APPLIANCE CO. 


584 Broadway, New York 12, N.Y. + 


October 15, 1958 


CA 6-4723 


SHOWING: OCTOBER 26-30 
CHICAGO 
HOTEL MORRISON, ROOM 


1170-71 


Broitman-Gaffin 


SHOES sn 
NEW YORK 13,N. Y. 





STILL ON SALE 


J. W. Carter's Famous Broadway Shoe Line 


Before you complete your Fall and Winter stocks of men’s 
shoes, get all the facts on this National Sales event. You'll find 
that it offers substantial discounts, long terms, and extra dating. 
All numbers in the entire Broadway line of Goodyear Welts 


© What's New 


for men are included. 


For full details, see your local representative, 
or write directly to 


JI. W. CaRTER COMPANY 


P. O. Box 30 


International to Introduce New Line for Teenage Girls 


ST. LOUIS—Aware that the baby 
hoom of the past is the teenage boom 
International Shoe Com- 
with a new line 


will 


of today, 
is coming out 
for girls. It 
the 
general line divisions for spring. 

The to retail from 
$8.95, will be on display in Chicago 
at the National Shoe New 
names Gems F ried- 


Peters. 


pany 
of 
be introduced 


teenage shoes 


by firm’s three 


line, $4.95 to 
Fair. 
for 
for 


Rand teen- 


brand are 


and Trios 
Johnson & 


brand named Melody 


man-Shelby 
Phe 


ure 


Roberts, 
Was estab- 
hed earlier 

Hill, 


merchandise 


According to John Interna- 


tional’s general man- 


ayer of teenage and juvenile shoes, 
cveral important marketing factors 
led to the development of Interna 
The 13-to-19- 


vear-old female group is a constant- 


tional’s new teen line. 
ly expanding market, expected to in- 
8,500,000 to 


1967. 


from about 


12,420,000 by 


Crease 


Today’s teenagers have a well de- 
of style, Mr. Hill feels. 


recognition of 


fined 


Then 


sense 


specific shoes 


Make @ Sales 


Taiictele ee) a ©) | ot 


Suggest 


pair of shoes for men, women, children] ‘oiser Gna | 


Write for free 


So-lLo MARX RUBBER CO., 


atalog 


Loveland 18, Ohio 


for specific occasions makes their per 
capita shoe consumption high. Fur- 
thermore, the casual teenage styled 
shoes are best sellers with all women 
for many types of activity. 





Acme Outdoor Boot 


“Feather-Wedge," latest addition to 
Acme Boot Company's Out-of-Doors line 
introduced January 1, features Good- 
year Cobra sole, light weight and 
leathers that resist water and acid. It 
is available from Clarksville, Tenn., firm 
in sizes 6 through 12, and 13—B, D and 
EE widths—in Autumn Brown. 


SNOW-PROOF wa 


w-f 


with every Odor “extra 


1 tt ind 3% « 


etternead 





SNOW-PROOF se 


W ater-proofs, Softens 
and Preser 
profits waterproof 


ng Snow-Prox 


Dept. 22, THE SNOW-PROOF CO.., Livonia, N. Y. 


Nashville, Tennessee 


Canadian Firm Guarantees 
Children’s Soles 3 Months 
TORONTO, ONT.—The Shoe Cor- 
poration of Canada has introduced a 
line of children’s shoes with 
guaranteed to last for three months. 
If, within that time, the soles wear 
out, become detached from the up- 
pers or are damaged in any way by 
the weather, a new pair will be sent 
free from the factory. For the use 
of the parent who buys these chil- 


soles 


dren’s shoes, a dated and numbered 
guarantee slip is enclosed in every 
box. 

The new line is known as Hewet- 
son S G’s. The initials stand for 
“Soles Guaranteed” as well for 
the French “Semalles 


Garanties.” 


as 
equivalent, 
Included in the line are 
both dress and play shoes. 
Features of the new line, as seen 
the company, uppers of 
chrome-tanned leather; 12-iron, no- 
mark, molded soles; leather insoles; 
leather quarter lining, and vamp lin 


by are 


ing of good quality drill. 

To make the shoes, the factory has 
installed vulcanizing equipment fur- 
nished by the International Vulcan- 
izing Corporation of Boston. 





ALL THE YEAR 
AROUND 
ves Leather 
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Nylon Lift and Mount Offered 
By Prest-On for Thin Heels 

HAVERHILL, MASS.—A 
heel concept is offered to manufac- 
turers of thin-heel shoes and mak- 
ers of thin heels by the newly or- 
ganized Prest-On Heel Lift Com- 
pany of Haverhill. 

The company has perfected a heel 
lift and hollow mounting post com- 
bined 
nylon and has also devised a method 
of attaching it to heels which 
all-plastic or a combination of wood 
and aluminum. 

In the case of plastic heels, the 
heel is first drilled and a 
Prest-On steel spear-pin is driven 
into the heel under’ pressure. 
Pointed at the end, the heel lift 
mounting post fits over the point. 
Wood-and-aluminum heel combina- 
tions are constructed with an alumi- 
num spear-pin tip already cast into 
the base. 

The claim is made that beyond the 
customary trimming, the Prest-On 
Lift needs no “working”; that there 
are no nails or screws to weaken or 
split the lift, and no adhesives to 
it. lifts 
ing distributed by the repair trade. 


new 


in a Single piece of rugged 


are 


special 


warp Replacement are be- 


New Heel-Sole Construction 
Developed for California-Type 
ST. LOUIS—“Bo-flex,” a 
pletely new method of heel and sole 
construction for use in the manufac- 
of California-type shoes, 
been developed by International Shoe 


com- 


ture has 


Company in its women’s general line 





division. The firm has applied for a 
patent on the construction feature, 
which was originally conceived 
and named for Willard Bowen of In- 
women’s 


by 
ternational’s line 
style department. 

The heel and sole appear to be one 
in the new construction. Great flexi- 
bility and improved appearance are 
the results, according to Harold Par- 
sons, stylist “Bo 
flex” eliminates use of a platform in 
California-type construction. 

Velvet Step, Walker 
Trim Tred will the feature 
in the spring 1959 line. 


general 


for the division. 


Grace and 


include 


Styrene Plastic Marketed 
To Strengthen Thin Heels 
LEOMINSTER, MASS. 
Grant Company, Inc., plastic mate- 
rials producer, has announced devel- 


Fostet 


opment of a new high-impact styrene 


molding material which it elaims 
will substantially 
manufacturing 
strength to ultra-thin heels. 

Dr. Robert L. 


vice-president of the company, said 


heel 
add 


reduce shoe 


and 


costs 


Purvin, executive 
the new material, called Fosta Tuf- 
Flex 289, is the result of two years’ 
research in adapting polystyrene 
The material is now being used suc 
cessfully in heels and is available to 
contract molders for the shoe indus 
try, he added. 

At 
nounced that Mark A. Edison, pres 
of the 


Corporation, 


the same time, Dr. Purvin an 


ident International Fabric 


Boston, has been re 


tained as a consultant. 


SELL. MORE SHOES 
WITH 


Pads Marketed in Jars of 30 
To Give ‘20-Second Shine’ 
MIAMI, FLA. 


ish that can be applied with throw- 


A shoe shine pol- 


cotton pads in 20 seconds is 
being the Holiday 
Manufacturing Company here. 
Marketed as the “Holiday 
Shoe Shine,” 


used on any color of smooth leathe 


away 
introduced by 
20-Sec- 
ond the pads can be 


though not on suede. They are said 
to require no rubbing or brushing 
The product comes in jars of 30 ci 
cular pads, each saturated with the 
polishing colorless liquid 
containing lanolin. 

to the 


sufficient 


agent, a 
According manufacturer, 
one pad is for a pair of 


shoes. 





Gold-Trimmed ‘Seuff Moe’ 


6 


“Light as a feather and soft as butter,” 
says Joseph Kraus, head of Fashion Art 
Footwear, Los Angeles, of his newest 
model, the Scuff Moc. It is designed 
with moccasin sole and uses hand lacing 
around the edge. Straps, heel and toe 
pads of 24-carat gold are added to the 
sole. Produced in six solid colors with 
self-colored lacing, mocs retail at $3.98. 


A WELLCO 
Pa mbad, 


PaooucT’ ” 
5 Pars 76968 Te PATS PERO 


Lustikon 


SATIN 


[PiU Coos 


LABELS 





WADE? EXCLUSIVELY By 


MEYER LABEL CO.inc 


> EAS! 16hH°STREET NEW YORK 3, NEW 


Phos 


OF HOUSTON 


pg 


pig te 


CROSLEY 


DecKs 
CORK CUSHION INSOLE 


October 15, 1958 


DISTRIBUTED IN ALL LEADING CITIES IN USA AND CANADA 





For Canadian Quintets .. . 





Basketball shoes with Ripple Soles are 
being introduced in Canada by the 
Kaufman Rubber Company, Kitchener, 
Ont., Canadian licensee. Officials of the 
Ripple Sole Corporation, Detroit, say 
their product will give basketball play- 
ers greater speed and maneuverability. 





Colonial Announces ‘Pique’ 

BOSTON—A 
leather 
Pique, has been announced by  offi- 
Tanning Company 


new high-style pat- 


ent item, to be known as 
cials of Colonial 
Kivie Kaplan, treasurer and 
yeneral manager, said it is being 
made in black, gunmetal and bronze 
and has been accepted for high fash- 


here. 


Pique can also be made in any 
of Colonial’s 60-odd patent leather 
colors, Mr. Kaplan added. 


1On, 


© Obituaries 
Chester B. Lord, Former 
Endicott Johnson Official 
BINGHAMTON, N. Y. 
B. Lord, 82, a former vice-president 
of Endicott Johnson 
October 3 at his 
long illness. He 
16 and worked for 


Chester 


Corporation, 


died home here 


after a became a 
shoe salesman at 
several manufacturers before join 
ing Endicott & Johnson here about 
1901. 

Mr. 


rers in 


Lord was one of seven 
that firm. When the 
was incorporated, he became 


part 
com- 
pany 
vice-president in charge of sales. 
Resigning in 1927, he was named 
president of the First National 
Bank of Binghamton, a position he 
held until 1954. 

He is survived by a 
Roger, of St. 


brother, 
Louis. 


Hunter G. Smith 

FAYETTEVILLE, N. C.—Hunter 
G. Smith, 88, a representative of the 
Craddock-Terry Shoe Corporation of 
Lynchburg, Va., for 47 years prior 
here 


died last 


period of ill 


retirement, 
long 


to his 


month after a 


health. He is survived by two daugh- 
ters, two and six grand- 


children. 


stepsons 


Irving O. Lippman 

EAST ORANGE, N. J.—Irving 
O. Lippman, 63, retired head of H. 
Lippman & Sons, Newark shoe and 
leather died month 
after a three-month illness. He had 
entered the founded 
by his father, Harris Lippman, in 
1918 and headed it for six 
before retiring in 1947. Surviving 
are his widow, Tessie; a son, Mort; 
a daughter, Mrs. Ibrahim Abu- Lug- 
hod, in Egypt; a brother and four 


concern, last 


shoe company 


years 


sisters. 


Lester A. Pawsey 

CLYDE, O.—Lester A. 
69, who retired four years ago after 
spending 51 years in the shoe busi- 
ness, died of a heart attack Septem- 
while on a fishing trip. He 
had operated his own store after the 
death of his father, with whom he 
Was associated in Surviv- 
ing are his Corrine; three 
children, Tom, Robert and Sally Sue, 
and seven grandchildren. 


Pawsey, 


ber 23 


business. 


widow, 








SQUARE! 


FOOT KING‘ 


seer | 


Goodyear Welts 
IN STOCK 


SQUARE TOE, CLOSE TRIMMED 
BLACK Baby Beaver, ‘eather 
BROWN Baby Beaver, teather 
FOOT KING) shoes have the latest 
features that build Repeat Business 

BOYS' GOODYEAR WELTS @ $3.90 and up 
to style 
SHU-LOKS) 
Boots, REG 


sole, C 
sole C 


*RIPPLE 
E-STURDG 


SOLE 
Boys’ sh 


hoes 





LIGHT WEIGHT EDGES 
D E—$5.40 net 
D E—$5.40 net 


Styling 
widths A to E according 


WELLINGTONS 
es and many other wanted styles 


Permanent Display—Russ Gibbon 
33 N. llth St.. Phila.. Pa. 


CHICAGO SHOW—PALMER HOUSE 
ATLANTA SHOW—HENRY GRADY 


*TM RIPPLE SOLE CORP 


Dept. 1015, The A. S. Kreider & Son Co., PALMYRA, PA. 


Suggest 


pair of shoes for men, women, children 


Write for free 


#79833 MEN'S 


only $5.40 net So-Lo MARX RUBBER CO,, 


79833 
279834 


with extra selling 


CHUKKER 








Make @ Sales 


Tak iicyele Me} an @) | ot 


with every 


catalog 


Loveland 18, Ohio 


SPORT KING 
BOWLING 
SHOES 


A top value at popular 
Littleway stitched 
Black or Smoke 
6-12, $4.00 


prices. 
Men's: 
Sizes 
Women's 


Red or Smoke 
Sizes 4-9, $3.60 


Athletic Footwear Divislon 
BERNED SHOE CO., 207 ESSEX ST., BOSTON 11, MASS. 
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NOW in BLACK  ass:: 


NYLON “SHEARLING” LINED—SILKY and TOUGH 
FOOT KING” 


To 


GOODYEAR 
WELTS 
In Stock Now 


Men's sizes 6!/2 to 
It. D Width. Price 
$6.50 net. BROWN 
No. 79996. BLACK 
No. 79993. 


ALL WEATHER CHUKKER: Silicone treated for water resistance. Nylon 
"Shearling pile lining in quarters, tongue and vamp. Leather covered 
insulated foam cushion insole. Light and warm crepe sole and heel 
Continental welt around heel. Price only $6.50 net. 

WARM AS A SLIPPER—TOUGH AS ALL OUT DOORS! FOOT KING 
gives you MORE features that SELL SHOES . . . SHULOKS 
RIPPLE SOLE® SHOES .. . WELLINGTONS 


Permanent Display—Russ Gibbon 
33 N. 11th St.. Phila.. Pa. 
CHICAGO SHOW—PALMER HOUSE WILBUR COON SHOES 


ATLANTA SHOW—HENRY GRADY 
Dept. 1015, The A. S. Kreider & Son Co., PALMYRA, PA. 











Fred B. Melea Italy, he came to Cheyenne in 1933 

NEEDHAM, MASS.—Fred_ B. and later took up practice as a 
Melea, 54, a representative of the chiropodist. Surviving are his wid 
Compo Shoe Machinery Corpora- 
tion of Waltham and well known in 
the shoe and allied trades for over 
28 years, died October 2 after a 
short illness. He represented Compo 


ow, Mary; two sons, J. S. and Flory 
Mendicino, owners of the Flory 
Shoe Company, which operates. the 
stores; a daughter and eight grand 
children. 


in various positions and most re Ralph Dinas Keuen. Ge 
‘ ; , OES 


cently was in charge of the Boston ; ; 
NEW ORLEANS, LA. Ralph 


aistrict. 

He is survived by his widow, two 
daughters, his mother and a ; 
brother. business, for 30 years, died last 

month at his home in nearby Met 


William J. Bostwick airie. He was an organizer and di- 
A : 


sey he ee : rector of both the Better Busines 
BOSTON—William J. Bostwick, 
74, a leather buyer for the Van- 


Rureau and the New Orleans Retail 
Game Merchants Credit Bureau. Surviving 
croft-Walker Shoe Company of Bos- are his widow, Sadie; two sons, 
ton and Waltham, Mass., until he Ralph P., Jr., and Douglas P.; a 
retired several years ago, died re- daughter, Mrs. Malcolm Coco, and a 
cently after a brief illness. He is prother, Harold A. Levey. 
survived by his widow, Emma _ H.; 
a son, Harry L.; six sisters, a William H. Bosehen 
brother and two granddaughters. RICHMOND. VA. William 11. 
- — Boschen, 83, who owned and oper 
Dr. Frank Mendicino ated Boschen Shoes with his ah 
CHEYENNE, WYO.—Dr. Frank H. Carl Boschen, died September 22. 
Mendicino, 68, founder of shoe He was also engaged in other busi- 
stores in Cheyenne and Laramie, ness pursuits in this area. His widow 
Wyo., died recently. A native of and two daughters survive. 


October 15, 1958 


Pokorny Levey, Sr., 67, president of 
M. Pokorny and Sons, retail shoe 














MAXINE 
PN 2S TOG Rex. 


Write for catalog 


Batavia, New York 


George Krauss, Sr. 

ALBANY, N. Y.—George Krauss, 
Sr., 90, owner of a shoe store in 
Rensselaer, N. Y., for 71 vears, died 
September 28 after a vear’s illness. 
Born in Germany, Mr. Krauss’ re 
tired from business only a year ago 
He is survived by a son, George, Jr., 
who was associated with his father 


in the business at 908 Broadway 


Alexander W. Kleinenbroich 

OAKLAND, CALIF.—Alexande) 
W. Kleinenbroich, 63, a partner in 
Stoll and Hansen Company, manu 
facturer of shoe machinery, shoe 
findings and leather goods, died re 
cently. He had been with the firm 
since 1919. He leave a son and 


daughter. 


George W. Baumann 

MILWAUKEE George W 
mann, 68, assistant manayer of 
Regal Shoe Company store at 716 
North Third St. here until he be 
came ill four months ago, died la 
month. He was an overseas veteran 
of World War I. Survivors include 
his sisters, Miss Adeline E. C. and 
Miss Edna T. Baumann. 





srothers Sell Store the name or operations. who opened the store in 1890. 
For a time the Masters firm op- ‘Many is the time I go against the 

They kounded in 192] erated branch stores in Waukegan, customer's wishes ; in the end I 
Ae Aurora, Joliet and Elgin, Ill, and win them for friends and they come 
ROCKFORD, ILL.—Two _ broth- Beloit, Wis. In recent years, how- back again and again.” 


veteran retailers in this com- ever, these were sold. A Highland 


munity, have sold the family shoe p..,. ; Se ? : e 
store they founded in 1921. Its reser tg pg Keg guanencninasiianing ne 
manager for the last 10 vears is the mre store now ili he 4 ieee: DETROIT Hack Shoe Company, 
new owner 19-year employee. retail firm, announced it is again ex- 
Ralph K. and J. Paul Masters had panding its facilities in the Mutual 
occupied the same ‘ee Street loca : zi _ , Building in downtown Detroit as a 
tion since 1929. Ralph started sell- Emphasis on Fit Achieves result of “stepped-up sales.” Morton 
ing shoes when he was 13. Paul be- Wide Clientele for Phila. Shop Hack, president, said the firm has 
gan his career as a pharmacist but PHILADELPHIA—Brown’s “Per- signed a long-term lease. A spokes- 
oon switched to shoes. Before com- fect Fit” Shoe Shop, 731 W. Girard man for the building’s owners noted, 
ing to Rockford, both managed shoe Aye., owned and operated by two “The Hack Shoe Company has been 
tores elsewhere. sisters, has customers in many of in our building on the fifth floor ever 
In the Masters Shoe Company, the 49 states and several foreign Since 1925, Its continued growth has 
hich they founded, Ralph was countries. been seen in the successive increases 
a “ md mcelicoaiyaentans Seed The wide acknowledgment of the ch we _ on sag oe h aye — 
on. Edwin shop was achieved by guaranteeing ! poco - 0 brancn stores sev- 
Mr. and Mrs. Edwin Masters plan “ ; pee Sn eee 
trip to Europe before resuming Brown. sisters—Anna and Helene 
employment with the store. Ralph —?Umber many persons with foot New Department for Ward 


and Paul will “take life easy.” problems among their clientele. ALBANY, N. Y.—A new women’s 
The purchaser, W. E. (Jack, Seme of them from faraway lands shoe department has been opened 
vain, managed the Rockford story like Israel and the Union of South on the street floor of the Montgom- 
he Bowman Shoe Company chain Africa. ery Ward store in Menanda. The 
vears before joining Mas Miss Anna Brown attributes her department carries a running stock 

As owner of the Masters store, sense of mission in fitting feet of 3000 pairs of women’s shoes and 


ach customer a “perfect fit.” 


aid he plans no changes in properly to her father, Bennett, is managed by V. J. Caputo. 


THE ONLY INNOVATION 


STEEL (ote IN FOOTWEAR DESIGN 


AAAA to C. 


eg \Wan Orr SINCE OREOPITHECUS 





Red, brown, blue, black, 
white. Sizes 4 to 10, 
AAAA to D 

\ Retail about 


~_ 10.95 





British Classics, Inc. 


146 DUANE STREET, NEW YORK 13, N.Y. WYER BRAND OF TOP Scone NcE 1875 
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You 


— LALY- BONES 
TYROLEANS 


seen 
these 





brands among those listed in PARENTS’ MAGA- 


ZINE’s double-spread ad in the September Boot & Shoe 
Recorder, which featured leading brands advertised in 
PARENTS’ August, September, or October issues. 

We deeply regret the omission of these 


outstanding shoe lines, 


which we 


proudly number among PARENTS’ 
family of national advertisers. 


Reaches 


AED 


children 


BY THE On "Effective 


CONSUMER 
SERVICE wut 
. 


PARENTS’ 


Proven sales-builder everywhere ! 


biggest 


1,800,000* families with over 4,100,000 


concentrated shoe 
market in America! 


With February 1959 issue 


LION 


NATIONAL SHOE FAIR 
PALMER HOUSE ROOM 603 


The Hollywood Scuff Sensation 
‘That's Sweeping the Country! 


For the new, the different, the 

exciting, the promotable, in 

Sandals, Casuals, Scuffs, look 
fil, 


50 M Men's Scuff 
Tan, Black, Wine 
Full Sizes 6-12 


50 L Ladies’ Scuff 


Tan, Black, Red 
Full Sizes 4-9 


SANDALS ine 


400 EAST 111th STREET, NEW YORK 29, N. Y. 


PARENTS’ MAGAZINE, 52 Vanderbilt Avenue, New York 17, N. Y. 
Chicago * Atlanta * Boston * Detroit * Los Angeles * San Francisco 


e Financial 


Sales. Income Set Records 
For 153-Store Butler’s Chain 
ATLANTA—The 
reported record highs in 
and net for the 
ended June 30. 
Sales for the 


$22,613,311 as compared with $22,- 


Butler’s chain 


has sales 


income fiscal year 


year amounted to 
105,600 for the previous year, accord- 
the just 
leased. Net income $1.44 
share of common stock, or $805,680, 


oe OL Soo: 


ing to annual report re- 


Was per 


compared with $7: 
Butler’s, Inc., operates 153 stores 
midwestern 
The opening of a new store in 
marked the 15th 
state in which the chain operates. 


in 15 southern and 
states. 


Kansas City, Mo., 


“Our sales for the months of July 
and exceeded 
all-time high for this period and we 
look forward to a in- 
crease in volume and profits for the 


August our previous 


satisfactory 
coming year,” said a letter to stock- 


Board Chairman 
President I. D. 


holders signed by 
D. L. Slamm 
Shapiro. 


and 


Leases have been signed for 18 ad- 
ditional stores. 


October 15, 1958 





Role of Leased Department Examined by Retail Group 


NEW YORK—Ten cent of 
store departments 
der lease and they produce & per 
cent of total store volume. The fig- 
by Sam 
manager of the 
the Na 


As SOC la 


per 
are operated un- 


ures announced 


were 
Flanel, general 
Congress of 


Merchants 


Controllers’ 
tional Retail 
tion. 


He the 


nouncing publication of a 


made statement in an 
study of 
“Leased Departments 
penses and Policies.” 

A leased department in a depart 
nent store is one which is operated 
arrangement by 


under a franchise 


au management other than 


the store. The lessee operates as a 
store-within-a-store, although — in 
dealing with the store’s custome) 
it conforms to general store poli- 
cles. 


The 
tvpes of 


the 1( 


most fre 


study also showed 
departments 
quently operated under lease. Rank 
ing seventh was women’s and chil 
dren’s shoes, main floor. Tenth wa 
women’s and children’s shoes, base 
These 


not among the top 10 shown by a 


ment. two categories were 


Rates, Ix- 


that of 


similar study in 1952 

The published by the 
Controllers’ Congress of the NRMA 
100 West 31st St.. New York 1. It 


membet at $3.0 


study is 


is available to 


and to others at $7 


U. S. Shoe Corp. Sales Up 
7%. 9-Month Report Shows 
CINCINNATI, O.—Net 
United States Shoe Corporation. f 
the August 

howed a 7 from the 


corresponding period last year. The 


$34,929 


sales of the 


nine months ended 


per cent gain 


company said sales rose to 
113 


Net income 


$2. 037,286 to 


from $32,587,457 


advanced sligth 
$2,040,732 

in both periods were equal 
The 


declared a 


a share. company’ 


airectol regular qual 


terly dividend of 30 cents per sha 


pavable October 17 to shareholde 

of record October I 
Commenting on the report, Josep! 

and A. B.C 


company’ 


Jovee, 


S. Stern, chairman, 
the 
Cro 


aid 
Red 


, ‘ 
Preserve) 


pre ident, 
division 


Arch 
showing atisfactory 


Selby 


progre 





« About Shoe People 


Eli A. Cohen, president of the 
BGS Shoe Corporation, Manchester, 
N. &., is extended 
Europe and the Orient. His wife is 
him. He will visit 
shoe manufacturers, designers and 


on an tour of 


accompanying 


tanners in search of useful new 
materials, styles and manufactur- 
ing processes. He is slated to return 


late this month. 


Frank Mazzei has been promoted 
to manager of the Coward Shoe 
Store at 442 Fulton St., Brooklyn, 
the Murray 
Cohen to manage another store at 
66 Trinity Place, Manhattan. Mr. 
Cohen been with the Coward 
Shoe for 26 years and Mr. Mazzei 
1941. Ralph Reda, a sales- 
man in the Brooklyn unit, was ad- 
manager. 


following transfer of 


has 
since 


vanced to assistant 

George Kline, who formerly man- 
aged a Dial Shoe Store in Wilming- 
ton, Del., has returned to that cits 
to be manager of a new, modern 
store at 709 Market St. 

Mr. and Mrs. Jack Snyder are the 
operators of a new Dr. Scholl Foot 
Comfort 


Shop in Youngstown, O. 


You can Sell More Pairs uppered 


Mr. Snyder employed as a 
salesman and managed a downtown 
shoe store there for 20 years. His 
wife was a shoe saleslady in a 
downtown department store for 12 


Was 


years. 

Ray Tucholski has been named 
manager of a new downtown outlet 
opened by Tana Marie, Toledo, O., 
retailer. The com- 
pany’s other store is in a suburban 
shopping district. Mr. Tucholski 
has been with the firm three years. 


women’s shoe 


Lanty J. Sharp, who works at In- 
Shoe Company’s Mar- 
Va., tannery, has re- 
ceived an award of $150 for sug- 
gesting an method of 
handling sole leather on the bend 
out machine. Tannery 
H. Avery presented the 


ternational 
linton, W. 


improved 


setting 
Supt. W. 
check. 
John C. Monahan has succeeded 
C. W. Walter as manager of the 
Kinney Shoe Store in Council 
Bluffs, Ia. He been with the 
company 36 Mr. Walter 


has 


years. 


moves to the company’s auditing 
department in the Chicago district. 


eee ety, 
on, 
01,89 5 "a2 


7 
@are 


Free Kleenette 
Folders and 
Merchandising Tags 
for Kleenette 
Uppered Shoes . . . 


Write for Samples 
A.H.Ross & Sons Co. 


Chicago 22, Minor 


Clifford Neff and Wilton Pauly, 
who have been partners in Neff’s 
Shoe Store at Burlington, Ia., for 
25 years, have moved their shop 
one block to a new location. There’s 
twice as much space, and room for 
13,000 pairs of shoes. 

O. D. Hendrix, who has sold 
shoes in Helena, Ark., since 1916, 
has opened a new shop, Hendrix 
Smart Shoes, in that community. 
Under the name of the Smart Shoe 
Shop, the firm has been doing busi- 
ness for 20 years in another loca- 
tion two doors away. 

C. W. (Cotton) Briscoe has joined 
Lowenstein’s, Memphis, Tenn., as 
women’s children’s 
Formerly he women’s 
shoe buyer at Foley’s in Houston, 
Tex., for 10 years. Mike Romanski 
succeeds him in Houston. 


buyer of and 


shoes. was 


Hohan’s 
Hawkinsville, Ga., 
named chairman of the 
Merchants’ Committee for Pulaski 
County’s sesquicentennial 
tion. 


Hans Mayer, owner of 
Shoe Store in 
has been 


celebra- 


Raymond King has been ap- 
pointed general manager of Meyer’s 
Pensacola, in the Florida city. He 
formerly with Ivye’s of Or- 
lando, Fla., for eight vears. 


Was 


Hoyt Womack, formerly buyer of 
women’s and children’s shoes at a 
Jackson, Miss., department 
has become manager of a new But- 
ler’s Shoe Store in Jackson. 


N. N. Hinds, owner of Hinds’ 
Shoe Store in Cushing, Okla., did 
much of the woodwork  himse!f 
when the store remodeled recently. 
It’s his hobby. 


store, 


William Tichenor, owner of Bill’s 
Shoe Box at Corpus Christi, Tex., 
offered a free pair of shoes to every 
baby born locally in a 24-hour pe- 
riod after his wife gave birth to a 
son last month. 


Richard A. 
many 


Hansen, who for 
years was connected with 
Shoe Salon, Tucson, Ariz., 


has moved to San Diego, Calif., and 


Lewis 


opened a salon-type women’s shoe 
shop. 


Thomas Bata, president of Bata 
Shoe Company of Ltd., 
Batawa, Ont., was elected to a three- 
year term as a director of the Amer- 
ican Management Association. 


Canada, 
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Factory Management Parley 
Draws ‘Record Reservations’ 

NEW YORK — Advance reserva- 
tions for accommodations at the 
National Shoe Manufacturers Asso- 
ciation’s Factory Management Con- 
ference, to be held January 31 to 
February 38 in Cincinnati, O., 
being received at a “record rate,” 
the NSMA has reported. The situa- 
tion is “rapidly tightening,” the as- 
sociation said. 

Although the number of sleeping 
rooms available has been increased, 
the NSMA advises shoemen who wiil 
attend the conference to apply early 


are 


for hotel accommodations. Reserva- 
tions may made through the 
Factory Management Conference 
Housing Bureau, 714 Union Central 
Building, Cincinnati. 

Nathan Stix, general conference 
chairman, said, “Not only are more 
factories participating in the confer- 
ence, but factories are sending larger 
delegations. We expect that nearly 
300 shoe manufacturing firms will 
be represented by several thousand 
delegates.””,. Exhibitors are also mul- 
tiplying, Mr. Stix said. 


be 
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Full Text of Proposed Law: 


Congress to Get New Labeling Bill 


WASHINGTON, D. C.—There’s 
new talk here of compulsory shoe 
labeling. 

Several 
ning to sponsor legislation in 
which 


plan- 
the 
convenes in 


congressmen are 


new Congress, 
January, requiring a label in every 
shoe (imported as well as domestic 
The label would list tha 
materials the 
of the the 
centages of each material. 

Such labeling laws already apply 
to the labeling of furs and textiles. 
Present thinking among government 
that 
pattern 


footwear). 
used in manufacture 


shoe and relative per 


regulators is these two laws 


can serve as a for a shoe 
labeling law. 

As a service to the trade, the edi 
BooT AND SHOE RECORDER 
the text of one of the bills 
now being studied by interested con- 


“Washington 


tors of 
present 
also 


gressmen. See 





Allied Show Names New Style Committee 


NEW YORK—Ofticials of the Al- 
lied Shoe Products Show have named 
a new Style Advisory Committee 
which will issue advance fashion re- 
ports to the industry. 

The_ reports, 
each dealing with 
a specific type of 
allied products, 
will be made pub- 
lic prior to the 
next semi-annual 
show, February 
14-17 in the New 
York Trade Show 
Building. 

General chair- ! 
man is Ralph A, RALPH A. PARKER 
Parker, director of 
Thomas Taylor & Sons. 

Chairmen heading the respective 
Style Advisory Committees are: sol- 
ings, Louis E. Rohrbaugh, sales man- 
ager, Shoe Products Sales division, 
B. F. Goodrich Company; shoe orna- 
ments, David B. Greenberg, presi- 
dent, French Beading & Novelty 
Company ; David G. Serling, 
president, Sterling Last Corpora- 
tion; heels, S. (Patsy) Grob, presi- 
dent, Leader Heel Company; shoe 


styling for 


lasts, 
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fabrics, Mortimer Weiss, treasurer, 
Fabric Corporation; 


Badish, 


Cooney-Weiss 
shoe trimmings, Alan 
manager, Beer-Stern Company, Inc.; 
goring, Mr. 


sales 
shoe bindings and 
Parker. 

In its report, each style unit will 
seek to show how its products will fit 
into and enhance the new footwear 
styles for fall, 1959. 
gram was carried out last season and 
show officials said it met with ‘‘out- 
standing success. These fashion 
ports created much 
ment from the 
authenticity and reliable information 
footwear 


A similar pro- 


re- 
favorable com- 


industry for their 


related to trends,” they 
added. 

Each committee chairman is re- 
sponsible for a special survey and 
study of fashion trends and new de- 
velopments related to the products in 
his field. These findings 
evaluated by the chairman and his 
committee and presented as a report 
to the industry in time to make the 
information valuable to stylemen and 
manufacturers preparing new lines. 

The February show will open on 


own are 


a Saturday, and record traffic is ex- 
pected. 


Report,” page 47, this issue. 


For those who affected 
by this bill, now is the time to write 


would be 


to their senator or House membe) 
and let 
outcome of this legislation depends 
largely the 
the Congress hears comments from 
the trade. 


The official text of the bill follows 


him know their views. Fina! 


upon extent to which 


footwear 


and 


A bill to 


from 


consume! 
misbranding and the un 
substitutes 


protect 
others 
revealed and 
Imitation 
leted products, other 

Be it the 
louse of Representatives of the United 
States of America in Congress a 
bled, That this Act may be 
the “Shoe Labeling Act.” 


presence of 


materials in shoes and re 


and for purpose 


enacted by Senate and 


cited a 


Definitions 
this Act 


mean 


Section 2. As used in 


(a) The term “person” an in 
dividual, partnership, corporation, 
trust, othe! 


enterprise, or organ 


ociation, busines any 
form of business 
group of the 


The term 


foregoing 
plural or si 


ized 
(b) 

gular, means and includes any 

types and kinds of footwear for human 


and all 


except hosiery made wholly of 
textile fiber. 
“label” or “labeling” 


beings, 
knitted or 

(c) The 
shall mean and include any 
label, or identification affixed 
to any with thi 
Act pre 
scribed thereunder 

(d) The 
the Federal Trade Commi 

(e) The term “Federal Trade 
mission Act” the Act of Con 
rress entitled “An Act to create a Fed 
Trade define it 
and other pul 
approved September 26, 1914 
the Federal Trade 
approved March 21 


woven 
term 
tamp, tay 
mark of 
in conformity 
rules and regulation 


shoes 
and the 


term “Commission” mea 
lon 
Com 


means 


Commission, to 
duties, for 


eral 
powers and 
poses,” 
as amended, and 
Commis Act, 
1038, as amended 

(f) The term ‘split 
the resulting under ply o1 
leather after the top ply or 
plit 


on 


leather rie 
plie ol 
top pram 


has been removed or from. the 
animal hide from which the leather wa 
produced. 

(gz) The “commerce” 
commerce between any state, 
or posses the United 
the District of Columbia, and any 

thereof; or 
the 


lon, OF 


term meal 
territory 
ion of State 

pli ‘ 
point 


outside between 


within same tate, territory 

posse the District of Columbia 
but through any place outside thereof 
or within any territory or possessior 


CONTINUED ON NEXT PAGI 
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Text of Proposed Labeling Law 


PAGE 217 
Columbia. 

“United States” in- 
states, the District 
the territories and 
United States 


CONTINUED FROM 
the District of 
The 
the 
of Columbia, 


(h) term 


clude several 
and 
( ions of the 


What Is Unlawful 
The 

introduction, 
sale, advertising o1 
the 
com- 


introduction, or 
into 


Section 3. 
manufacture 


(a) 
for 
the 


ale in 


commerce, or 
fl for commerce, or 
transportation o1 
merce, of any 

branded within 
Act or the rules regulations 
cribed thereunder is unlawful 
method of competi- 
unfair and 
commerce 


Onerinyg, 
distribution in 
which mis 
this 


pre- 


hoes 
the 
and 


are 


meaning of 


and 
hall be an unfair 


tion in commerce, and an 


deceptive act o1 


the 


practice in 


under Federal Trade Commission 


Let 
(b) The sale, advertising, offering 
ale, transportation or distribution 


any 


for 
shoes which have been shipped 
nd received in commerce or which are 
made in part of materials 
which have shipped and received 
in commerce, are misbranded 
within the of this Act or the 
and regulations prescribed there- 
under, is unlawful and shall be an un- 
method of competition in 
merce, and an unfair and deceptive act 
the Fed- 


whole or in 
been 
and 
meaning 
rule 
fait com- 
or practice In commerce unde} 
Trade Commission Act. 
(c) Except as provided in 
(d) of this section it shall be un 
lawful to mutilate or 
participate in the removal, or muti 


] 
Cra 


subsec- 
tion 
remove or cause 
lation, prior to the time any shoes are 
old and delivered to the ultimate con- 
umer, of any label required by this 
Act to be affixed to such and 
any violating this subsection 
is guilty of an unfair method of com 
petition in 


shoes, 
person 


commerce, and an unfair 
and deceptive act or practice in com- 
inder the Federal Trade 
mission Act 

(d) Any person introducing, selling, 
advertising or offering for sale in com 
merce, or manufacturing or process- 
commerce, any any 
person selling, advertising, offering for 
ale or any which 
have been shipped and received in com 
merce, may substitute for the label af- 
fixed to such product pursuant to Sec- 
tion 4 of this Act, a label conforming 
to the requirements of such section, 
uch label show in lieu of the 
name of other identification pursuant 
to Section the label so 
other identifica- 
making the substi- 


merce Com- 


Init for shoes, or 


processing shoes 


and may 
1(2) (e) on 
the 


the 


removed, name ot 


tion of person 
tution. 


Any 


Ke ep 


substituting a label shall 
records as will show the in- 
forth on the label that 
the name or names of 

ons from whom such 


person 
ucn 
formation set 
he removed and 


the person or pe) 
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hoes were received, and shall preserve 
such for at least three years. 
Neglect or refusal so to maintain and 
preserve such records is unlawful, and 
any person who shall fail so to main- 
tain such records shall forfeit to the 
United States the sum of $100 for 
each day of such failure which shall 
accrue to the United States and be re- 
coverable by a civil action. 

Any person substituting a label who 
shall fail to keep and preserve such 
records or who shall by such substitu- 
tion cause any shoes to be misbranded 
within the meaning of this Act or the 
rules or regulations prescribed there- 
under, shall be guilty of an unfair 
method of competition in 
and an unfair and deceptive 
practice in commerce under the 
Trade Commission Act. 

Subsections (a), (b), (c) and 
(d) of this section shall not apply to 
any carrier, contract carrie) 
or freight forwarder in respect of any 


records 


commerce 
act or 
Fed 
eral 
(e) 


common 


shoe shipped, transported, or delivered 
for shipment in commerce in the ordi- 
business. 


nary course of 


Visbranding 


Section 4. (A) For the purposes of 
this Act, any shoes shall be considered 
to be misbranded 

(1) if such shoes are falsely or de- 
ceptively labeled or are otherwise 
falsely or deceptively identified, or if 
the label contains any form of mis- 
representation or deception; directly or 
by implication with respect to such 
product or products; or 

(2) if there is not affixed to 
shoes a label showing in 
plainly legible 

(a) The common generic name of 
the material or materials of which 
such shoes are made, except such parts 
or materials within the exemption pro- 
(B) of this Section 


the 
words and 


figures 


vided in subsection 
1; 

(b) that such shoes, in designated 
parts, contain or is composed of used 
or second-hand materials, or split 
leather, or is composed, wholly or par 
tially, of non-leather materials which 
are in imitation or simulation § of 
leather when such is the fact; 

(c) that such shoes in designated 
parts, contain or is composed of paper, 
wood, or wood pulp, or synthetic, re- 
constituted or artificially formed 
terial when such is the fact; 

(d) the name, or other identifica- 
tion issued and registered by the Com- 
mission of one or more of the 
who manufactured such 
introduce, sell, offer fo 
tribute such shoes in commerce. 

(B) Parts of shoes comprising’ sew- 
ing thread, staples, pegs, nails, 
lets, fastening hooks, buttons, 
or elastic gussets, or exposed metal toe 
not 


ma- 


persons 
who 
dis- 


shoes, or 


sale or 


eye- 
laces 
exceeding’ 


guards, or decorations 


5 per cent by weight of each shoe, need 
not be disclosed on the label when no 
representation in respect to the con- 
tent or composition of such parts is 
made in the labeling, advertising or 
sales promotion of such shoes. The con- 
tent of parts of any shoes required to 
be labeled as to fiber content under the 
Wool Products Labeling Act of 1939 
need not be disclosed on the 
quired by this Act. 


label re- 


Exclusion of Misbranded Shoes 


Section 5. (a) Any shoes imported 
into the United States shall be labeled 
so as not to be misbranded within the 
meaning of Section 4 of this Act and 
the rules and regulations issued there- 
under; and all invoices of shoes re 
quired under Title IV of the Tariff Act 
of 1930, as amended, shall set forth, in 
addition to the matters therein speci 
fied, information conforming with the 
which in 
the in 


requirements of Section 4, 
formation shall be included in 
voices prior to their certification under 
the Tariff Act of 1930, as amended. 
(b) The falsification failure 
to set forth, said information in said 
invoices, or the falsification or perjury 
of the consignee’s declaration provided 
for in the Tariff Act of 1930, as 
amended, insofar as it relates to said 
information, shall be an unfair method 
of competition in commerce, and an 
unfair and deceptive act or practice 
in commerce under the Federal Trade 
Commission Act; and any person who 
falsifies, or fails to set forth, said in- 
formation in said invoices, or who fal 
sifies or perjures said consignee’s dec- 
laration insofar as it relates to said 
information, may thenceforth be pro- 
hibited by the Commission from im 
porting, or participating in the impor- 
tation of, any into the United 
States except upon filing bond with the 
Secretary of the Treasury in a sum 
double the value of said shoes, and any 
duty thereon, conditioned upon compli- 
ance with the provisions of this sec 
tion. 
(c) 


of, or 


shoes 


A verified statement from the 
manufacturer, producer of, or dealer 
in, imported showing informa- 
tion required under the provisions of 
this Act may be required under regu- 
lations prescribed by the Secretary of 
the Treasury. 


shoes 


Enforcement of the Act 


Section 6. (a) (1) Except as other- 
wise specifically provided in this Act, 
Sections 3, 5 and 8& (b) of this Act 
shall be enforced by the Federal Trade 
Commission under rules, regulations, 
and procedure provided for in the Fed 
eral Trade Commission Act. 

(2) The Commission is authorized 
and directed to any person 
from violating the provisions of Sec- 
tions 3, 5, and 8 (b) of this Act in the 
same manner, by the same means, and 
with the same jurisdiction, powers, 
and duties as though all applicable 
terms and provisions of the Federal 
Trade Commission Act were incorpo- 
ruted into and made a part of this 


prevent 
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Act; and any such person violating 
any provision of Sections 3, 5, or 8 (b) 
of this Act shall be subject to the pen- 
alties and entitled to the privileges 
and immunities provided in said Fed- 
eral Trade Commission Act as though 
the applicable terms and provisions of 
the said Federal Trade Commissioin 
Act were incorporated into and made 
a part of this Act. 

(b) The Commission is authorized 
and directed to prescribe rules and 
regulations governing the manner and 
form of disclosing information — re- 
quired by this Act, and such further 
rules and regulations as may be nec- 
essary and proper for purposes of ad- 
ministration and enforcement of this 
Act. 

(c) The Commission is authorized 
(1) to cause inspections, analyses, 
tests, and examinations to be made 
of any shoes subject to this Act; and 
(2) to cooperate, on matters related 
tc the purposes of this Act, with any 
department or agency of the Govern- 
ment; with any state, territory, or 
possession, or with the District of Co- 
lumbia; or with any department, 
agency, or political subdivision thereof; 
or with any person. 

(d) (1) Every manufacturer of shoes 
subject to this Act shall maintain 
proper records showing the informa- 
tion required by this Act with respect 
to all such shoes manufactured by him, 
and shall preserve such records for at 
three years. 

(2) The 
maintain and 
is unlawful, and any such manufac- 
turer or person who neglects or re- 
fuses so to maintain and preserve such 
shall forfeit to the United 
the sum of $100 for each day 
of such failure which shall 
the United States and be 
by a civil action. 


least 
refusal so to 
such records 


neglect or 
preserve 


records 

States 
accrue to 

recoverable 


Condemnation and Injunction 
Proceedings 


Section 7. (a) (1) Any shoes shall 
be liable to be proceeded against in 
the district court of the United States 
for the district in which found, and 
te be seized for confiscation by process 
of libel for condemnation, if the Com- 
mission has cause to be- 
lieve such are being manufac 
tured or held for shipment, or shipped, 
or held for sale or exchange after ship- 
ment, in commerce, in violation of the 
this Act, and if after 
notice from the Commission the pro- 
visions of this Act with respect to such 


reasonable 


shoes 


provisions of 


shown to be 
such 


shoes are not complied 
with. Proceedings in libel 
shall conform as nearly as may be to 
suits in rem in admiralty, and may be 


brought by the 


Cases 


Commission. 


(2) If such shoes are condemned 
hv the court, they shall be disposed of, 
in the discretion of the court, by de 
struction, by sale, by delivery to the 
thereof upon pay 
and charges and 
and sufficient 
such shoes will 


claimant 
ment of legal 
execution of 
to the effect 


owner or 
costs 
good 


that 


upon 
bond 
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not be disposed of until properly la 
beled as required under the provisions 
of this Act; or by such charitable dis- 
position as the court may deem proper. 
If such shoes are disposed of by sale, 
the legal costs and 
charges, shall be paid into the Trea 
sury of the United States as miscella- 
neous receipts. 
(b) Whenever 

reason to believe 

(1) any person is violating, or is 
about to violate Sections 3, 5, or & (b) 
of this Act; and 

(2) it would be to the public in 
terest to enjoin such violation until 
complaint is issued by the Commission 
under the Federal Trade 
Act and such complaint 
the Commission or 
court on review, or until order to cease 
and desist made thereon by the Com- 
mission has final within the 
meaning of Federal Trade Com 
mission Act, 


less 


proceeds, 


the Commission has 


that 


Commission 
dismissed by 


set aside by the 


become 
the 


The Commission may bring suit in the 
district court of the United States or 
in the United States court of 
territory, for the district o1 
in which person 
acts business, to enjoin such violation, 
and upon proper showing a temporary 
injunction or restraining hall 
be granted without bond. 


any 
territory 
trans 


such resides o1 


orde) 


Guaranty 


Section 8. (a) No 
guilty under Section 3 if he establishes 
a guaranty received in good = faith 
signed by and containing the name and 
the person residing in the 
United States by whom the shoes guar 


shall be 


person 


address of 





Cobbler Hailed for Campaign 
On Shoe Material Labeling 
DENVER 
been honored by the American Na 
tional Cattlemen’s 
his campaign to require identification 


An Oregon cobbler has 


Association for 
of the material used in making shoes 

Wilbur L. Gardner, of Medford, 
Ore., is asking that all shoes be 
labeled as to content for the consum 
er’s benefit. According to the cattle 
men’s group, he began his campaign 
noticing the increasing use of 
for leather. 


shoemaker 


after 
“inadequate substitutes” 
Mr. 
pairman 


Gardner, a and re 


for many years, has cir- 


culated petitions and personally con 
tucted congressmen. 

As a result of his campaign, a bill 
is being readied for introduction in 
Congress. 

The 
sented 


Cattlemen’s Association 
Mr. 


for contributions to th 


Gardner with its 
ribbon” 


tle industry. 


anteed were manufactured or from 
whom they were received in commerce, 
that said shoes are not misbranded un 
der the provisions of this Act. Such 
guaranty shall be either (1) a separate 
guaranty specifically designating the 
shoes guaranteed, in which case it may 
the 
relating to shoes; o1 

guaranty filed with 
applicable to 


invoice or other sales docu 


such 


be on 
(2) a 
the 


= hoe 


ment 
continuing 
Commission any 
handled by a guarantor, in such form 
as the Commission by rules and regu 
lations may prescribe 
It shall be 
furnish, 
a false guaranty (except a per 
relying yuaranty to the 
same effect faith 
signed by and containing the name and 
address of the person residing in_ the 
United States by the 
guaranteed were manufactured or fron 
whom they were received) with 
to believe the shoes falsely guaranteed 
may be introduced, sold, 
or distributed in commerce, 
who the provi 
guilty of an 


(b) unlawful for any per 


son to any 


with respect to 
shoes, 
son upon ia 


received in good 


whom shoe 


reason 


transported 
and any 


person violate ions of 
this 
method of 
unfair 
practice in commerce within the mean 


the Federal 


subsection 1 unfal 


competition mm commerce 


and an and deceptive act o} 


ing of Trade Commissiot 


Act 


Criminal Penalty 
(a) Any 
Section os ®& Or s 
shall 
upon 
than 


Section 9. who wil 
fully 
of this 
demeanot 
fined $5,000, 
prisoned than 
both, in the discretion of 

(b) Whenever the 


believe any 


per on 
violates 5 (hb) 


Act 


and 


be guilty of a mi 
hall be 


ol be im 


conviction 
not more 


not more one year, oO} 


the court 


Commission ha 


reason to person is guilty 
thi 


pertinent 


ection 
fact ti 


duty it 


of a misdemeanor unde} 
it shall certify all 
the Attorney 
shall be to 


ings to be 


General, Ww hose 


cause appropriate proceed 


brought for the enforcement 


of the provision of thi ection against 


uch person. 


[pplication of Existing Laws 


The provi 
held to be 
ubstitution for or limita 


Section 10. ions of thi 
Act shall be 
and not in 
tion of, the 


Act of Congre 


in addition to 


provisions of any el 


Separability of Provistons 


Section 11. If any ion of 
the application thereof to 
held 
Act 


1On) 0 


provi 
Act on 
tance l 

the 


provi 


person or. circum 
valid, the 
the application of such 


any 


remainder of 


circumstance sni 


otnet 


affected 


pel ol al 


thereby 


not be 


effective Date 
hi 


one year after the 


Section 12. 
fect 


actment 
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Shoe Workers Help Town Mark Centennial 
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Nine-foot replica of the “Mayflower,” a top-selling pattern with Weber Shoe 
Company several seasons ago, was the focal point of that firm's float in the 
Tipton (Mo.) Centennial parade. Manned by factory personnel, the float received 
last-minute inspection from (left to right) Fred Weber, president; Paul Cornell, 
comptroller; Ollie Brandl and Craig Wells, factory executives. Centennial par- 


ticipants spent months growing 


Back in 
tailroad (now Mis- 
sourl Pacific) into 
Tipton, a newly settled town. And 
on September 16 of that year, the 
Butterfield Stage Line the 
first of its many overland trips to 
San 


TIPTON, MO. 


1k58, the Pacific 


August, 


finished its line 


started 


Francisco and intermediate 
points with the mail and passengers 
transferred from the railroad. 

The 100th anniversary of Tipton’s 
the first of the 


Stage were celebrated 


founding and 
Rutterfield 
simultaneously here with many shoe 
workers participating. Tipton (pop- 
ulation 1500) is the home of Weber 
Shoe Company, of 
“Dress-Ups by Alexis” and “Sparkle- 
The firm em- 
300 of the 


run 


manufacturers 
Toes” for little girls. 
ploys approximately 
town’s citizens. 

One of the 
pants in the 
Cornell, company 


partici 
Paul 


who 


most active 


festivities was 
comptroller, 
headed the centennial’s revenue com 
mittee. Some factory personnel were 
cast in a pageant, “Tipton Overland 
Stage Days.” Others _ built 
manned a float for the big parade. 


and 


local point of the float was a nine- 
foot replica of the “Mayflower,” a 
Colonial-buckled pump that 
best seller several seasons ago. Sun- 


Was a 


220 


their beards for the festivities. 


bonneted women and heavily beard- 


ed men accompanied the float on 
parade. 

Fred J. Weber, company presi- 
dent, was on hand (with to 
see a replica of the famous Butter- 
field Stagecoach off on its commemo 
rative trip to San He 
placed on board more than 400 let 
explaining the 


the company’s retail customers in 44 


beard ) 


Francisco. 


ters celebration to 
states and several foreign countries. 
Upon their arrival in San Francisco, 
these letters were to be stamped and 
postmarked with the Post Office's 
special issue on the Butterfield cen- 
tennial. 


‘Shoe Keepers’ to Be Made, 
Distributed by Canadian Firm 
ROCHESTER, N. Y.— The 
Shoe Tree Company, Inc., 
completed arrangements for 
manufacture and distribution of its 
“Shoe Keepers” in Canada by the 
United Last Company, Ltd., of Mon- 
treal. The product will be made and 
sold under the name, Rochester Shoe 
Tree Company of Canada, Ltd., with 
company headquarters at 4500 Hoch- 
elaga St., Montreal. First public 
showing is being held at the Cana- 
dian Shoe and 


Ro- 
chester 


has 


Leather Fair. 


Total Pairage for 1957 
Is Set at 597.6 Million 

WASHINGTON Production to- 
tals for 1957 and 1956 shoe and slip- 
per manufacturing have both been 
revised by a new Census 
Bureau tabulation. 

Output in 1957 was 597.6 million 
pairs, the bureau said, and in 1956, 
591.8 million. As was originally be- 
the amounted to 
1 per cent. 

Total 1957 production of women’s 


upward 


lieved, increase 


dress, work, and play shoes of 274.2 
million only — slightly 
greater than the 273.4 million pairs 
produced in 1956. Women’s 
and work however, showed 
a 2 per from 1956, 
while women’s play shoes and play 
showed a 4 per in- 
crease 1956. 

The largest 
the production of boys’ and youths’ 
which increased from 21.8 
million pairs in 1956 to 24.2 million 
pairs in 1957, a gain of 11 per cent. 
dress shoes 
1957 de- 


creased 1 per cent and 6 per cent, 


pairs Was 
dress 
shoes, 
cent decrease 
sandals cent 
over 
change occurred in 


shoes, 


men’s 
shoes in 


Production of 
and men’s work 


respectively, from 1956. 

Factory shipments of shoes and 
slippers in 1957, amounting to 595.7 
million pairs, were valued at 
$2,129 million, representing an av- 
erage value pair of $3.58. 
In 1956, 590.5 million pairs were 
shipped at a total value of $2,123.7 
million for an value 
pair shipped of $3.60. 

The Census Bureau said the data 
the operations of all 
known manufacturers of shoes and 
conventional 


per 


average per 


“represent 
slippers using shoe 
machinery. The figures are based 
on reports from a panel of about 
550 establishments included in a 
monthly reporting panel and 650 
additional establishments reporting 
on an annual basis.” 


Ripple Sole Offices Moved 

DETROIT 
tion has moved into more spacious 
quarters at 510-511 Mutual Building 


Ripple Sole Corpora- 


here, it was announced by Leonard 
Hack, president. He said, “In order 
to handle the 


ness as well as maintain day-to-day 


new volume of busi- 


operations, additional personnel and 
expanded facilities were required.” 
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Sessions on Leather Planned 
At National Safety Congress 

CHICAGO—Two of the 
46th National Safety Congress, to 
be held here October 20-24, will be 
devoted to problems of concern to 
the shoe and leather industry. 

The _ initial of the meat 
packing, tanning and leather prod- 
ucts section, Monday, October 20, at 
the Congress Hotel, will include a 
talk by Jack Reck, chief engineer, 
tanning division, International Shoe 
Company. 


sessions 


session 


At the Tuesday session, a feature 
will be a panel discussion titled “‘Ac- 
cident Prevention as We See It.” 
Discussion leader will E. D. 
Peeler, manager of employee services 
for General Shoe Company, Nash- 
ville, Tenn. Among the participants 
will Claire Broman, industrial 
relations director of Eagle Ottawa 
Leather Company, Grand Haven, 
Mich., and Carl Conklin, safety di- 
rector of Whitehall Leather Com- 
pany, Whitehall, Mich. 

A spokesman said the meat pack- 
ing, tanning leather products 
sessions are designed for supervisors 


be 


be 


and 


and engineers as well as safety di- 


rectors. 


New Company Formed to 

NEW YORK—The formation of 
a new sales company to market Con- 
tinental shoes in the United States 
has been announced by Ota C. Fuchs, 
president of Fratelli Martini-Rossi, 
the American corporation set up by 
a major Italian manufacturer. The 
new company, named Fuchs Broth- 
ers Sales Corporation, will distribute 
Mauri and Fratelli Battistini shoes. 

Mr. Fuchs announced the 
opening of new quarters for Martini- 
Rossi and Fuchs Brothers Sales Cor- 
poration at 928 Marbridge Building, 
1328 Broadway, New York. The 
move from the fifth floor of the Mar- 
bridge Building was made to acquire 
office 


also 


increased and a show- 
room. 

The Mauri organization, founded 
after World War II, has developed a 
market for highly stylized shoes with 
hand detailing. The three Mauri 
brothers are members of a family of 
artisans, and they have 
sociated with the Italian shoe indus- 
try for over 25 years. 

Fratelli Battistini was established 
1916 at Bologna. 
of rubber 


leather shoes. 


space 


been 


as 


in They are pro- 


ducers shoes and men’s 





Market Italian-Made Shoes 


The present daily of 
the company is 10,000 pairs of rub- 
ber shoes and 1,200 pairs of leather 
shoes, most of which are marketed 
outside Italy. Fratelli Battistini of- 
ficials also strive to give their styling 


output 


an artisan’s touch. 
The company at present employs 
about 1000 persons. 


O’Sullivan Honors Employees 
For Long Service, Safety 
WINCHESTER, VA.—O’Sullivan 
Rubber Corporation has presented 
awards to 19 employees, nine for long 
service and 10 for safety records. 
Paul Terretta, of the 


company, presented the awards for 


president 


continuous service to a group whose 
years with the firm totaled 160. Ed 
gar W. Spicer, Sr., superintendent of 
the 
longest period, 30 years. There were 
20 


the rubber division, has served 


five employees with years and 


three with 10 years. 
Dr. Stuart B. 
awards to 10 foremen for operating 


Row presented 
their departments for a year or long- 


er without an accident involving lost 


OFFERS 


THE ONLY INNOVATION 
IN FOOTWEAR DESIGN 
SINCE OREOPITHECUS 


| Tyadlaasy ores 


MONEY-MAKING STYLES 
WITH POPULAR 


gole 





A STEP 
SAVER style 


SPRING-ACTION SOLE that 

SELL one 
SELL BOTH in 
RIPPLE) Sol 


the 

sales records 
finest fitting ever made 
widest of IN-STOCK 
styles for women. For work, for play, for golf. SOFT 'N 
LIGHT NEW LEATHERS! ALL NEW HI-FASHION 
COLORS! Full run of sizes. (Men's styles, too!) 


See them at Room 912-13 
Palmer House 


SELL terrific 
breaking 
of the 


America's 


shoe everywhere 
lasts 


variety 


DE iT AT THE 


PALMER HOUSE 


Write for new catalog 
*TM—RIPPLE SOLE CORP. 


w. MINOR & SON 


Batavia, N. Y. : 
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H. F. PFISTER, JR. 


Freeman Executive 


MANNIE EPSTEIN 
Named by Chambord 


Appointed... 


Robert O. Hayhurst, as 
president in charge of manufactur- 


vice- 


ing for the Biltrite division of the 
Biltrite Com- 
pany, Chelsea and Stoughton, Mass. 
with the 
company, where Mr. Hayhurst has 


American Rubber 


This is a new. position 
been factory manager for 10 years. 

Mannie Epstein, as district sales 
manager for the Eastern Seaboard 
Shoes, New 
York, exclusive importers of French- 


area for Chambord 


style children’s shoes. He was 


formerly with Selby Junior Arch 
Preserver. 

Harold F. Pfister, Jr.. as market- 
ing director of the Shoe 
Corporation, Beloit, men’s 
hoe manufacturer, as the 


company’s program to “keep abreast 


I reeman 
Wis., 
part of 


of the changing market in America 


and to develop new methods of 


merchandising and distribution.” 
Mr. Pfister 


from the men’s clothing field. 


comes to the company 


Stanley 
dent 
ing and public relations, effective 


Goodman, as vice-presi 
advertis- 


sales, 


in charges of 
November 1, at Mannequin Shoes, 
General Shoe Cor 
New York as 


Inc., division of 


poration, with his 


MONROE LEWIS, JR. 
Selling for Vitality 


DAN FARBER 
Appointed by BGS 


222 


HAROLD GETTLEMAN 
Named Representative 


STANLEY GOODMAN 
Mannequin VP 


headquarters. Alan Ornsteen, pres- 


ent sales manager, has been ad- 
vanced to merchandise 
the firm said. 

Harold L. Gettleman, as repre- 
sentative of Dunn and McCarthy, 
Inc., Auburn, N. Y., manufacturer, 
in the Illinois 
including all Cook County, northern 
southern Wisconsin. 
kor several years he traveled in the 
Midwest 
turers. 

John F. Murray, as New England 


manager, 


northern territory, 


Indiana and 


for other shoe manufac- 


sules representative for California 
Cobblers, Los Angeles, replacing 
Max Siegel. A veteran shoe buyer 
and merchandiser, he lives in New 
ngton, Conn. 

Monroe C. Lewis. Jr., as 
1epresentative for Vitality division 
of International Shoe Company, St. 
Louis, succeeding Troy Adams, who 
retired for health He will 
carry Vitality and Vitality Wander- 
lust lines in North and South Caro- 


sales 


reasons. 


lina, Georgia, Alabama, Florida and 
eastern Tennessee as partner with 
Dillingham. 
will be 


lievyward Sarasota, 
FJa., 


quarters. 


his temporary head- 


Dan Farber, as sales representa 


tive for the Buskens-Honeybugs 


FERREL DONOVAN 
Style Manager 


BERNICE SHAFTAN 
Named Designer 


lines of B GS Shoe Corporation, 
Manchester, N. H., in the Kentucky- 
He 


in those states. 


Tennessee 
Kenneth Eifert 


territory. replaces 


Ferrel Donovan, as style man- 
ager for a new teenage line in the 
juvenile general division of Inter- 
national Shoe Company, St. Louis. 
He 


style and merchandise coordinator 


formerly served as women’s 
for the women’s general division 


Jack J. 


auality 


head ot 
created 


Marinich, as 
newly 
post at Endicott Johnson Corpora 


control, a 


tion’s rubber footwear assembly 
operations in Johnson City, N. Y. 

Alexander Koval, as manager ot 
the Upper division for 
Endicott Endicott, 
N. Y. He was formerly manager of 
shoe purchasing in 
City. He is being 

that by James J. 
Morris, who joined the company in 
1941 and recently served as a pur- 


Leather 
Johnson, at 


component 
Johnson suc- 


ceeded in post 


chasing agent. 
Bernice M. Shaftan, as designe 
for the Little Yankee Shoemakers 
line of Sam Smith Shoe Corpora- 
tion, Newmarket, N. H. A freelance 
designer, Miss Shaftan also was re- 
named by the 
and Shinkle 
St. Louis to 


Johnson- 
Shoe 
design 


cently 
Com- 
the 


Stephens 
pany of 
Rhythm Step line. 

Louis C. Asterbloom, as executive 
vice-president in charge of the shoe 
division of Mercantile’ Interna- 
tional, New York. He will be re- 
sponsible for placing the shoes on 
the U. S. Canadian markets. 
The company controls several fac- 


and 


tories in Japan and features “Dura- 
Hyde” 
Carolyn D. Doherty, as assistant 


shoes. 


treasurer and director of promotion 
and fashion for the 
On Heel Lift Company, Haverhill, 
Mass. 

Myer Press, as assistant to the 
comptroller of the Irving Tanning 


design Prest- 


Company, Boston. 

Frank Post and Jerry Post, as 
sales representatives for the New 
Fiber In- 
Y., which 
latex im- 
saturated fiber 


England area for Latex 
dustries, Beaver Falls, N. 
rubber 


makes a line of 


pregnated and 
products used in the shoe and other 
industries. 

Howard J. Peppercorn, as man- 
ager of The General Tire & Rubber 
Company’s Marion, Ind., plant, part 
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NOTICE OF 
TRADEMARK REGISTRATION 


The designation. Hush Puppies. 
has been trademark registered for 
the Wolverine Shoe and Tanning 
Corporation under Certificate 
Number 663849. granted July 1, 
1958. with exclusive rights to the 
Wolverine Shoe and Tanning Cor- 
poration to use such designation 
in all communications of public 
nature for any and all footwear 
within the rights of claim of said 


Permission to use the name, Hush 
Puppies. as a designation for foot- 
wear. by any party other than the 
Wolverine Shoe and Tanning Cor- 
granted solely 


poration may be 


by said corporation. 


WOLVERINE 
SHOE AND TANNING CORP. 
ROCKFORD, MICHIGAN 











(imported from Europe) 





UNUSUAL 


SHOE 
HORNS 


Handsome, masculine 
shoe horns, imported di- 
rect from the style cen- 
ters of Italy and Eng- 
land. Treasured ‘“‘conver- 
sation pieces” that add 
just that right touch to 
any gentleman’s ward- 
robe. Liberal dealer 
mark-up. 


Prompt Shipments Guar- 
anteed. Most Complete 
Stock of Shoe Horns in 
America. 


Write Today For Illustrated 
Literature and Price List. 


WARNER 
IMPORTS 


“The Shoe Horn King” 
4015 W. Magnolia Bivd. 


Sgercaee ame 


— 


eam 


RE 
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< Burbank, California 
Jobber laquiries Invited 
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of the company’s industrial prod- 
ucts division. 

John E. Davis, es chief 
trial engineer of Brown Company, 
Berlin, N. H., manufacturer of pulp 
products including innersoles. 

David G. Foulk, as vice-president 
of William Iselin & Company, Inc., 
New York factoring firm. 


indus- 


Elected... 


Kirk H. Low, as chairman of Gen- 
advisory 
board of Nashville, 
Tenn. He previously was vice-chair- 


eral Shoe Corporation’s 


directors, at 


man of the board, which acts as a 
fact-finding research and counsel- 
ing group for the senior board. Mr 
Low is director of methods and pro- 
cedures at General. Also elected by 
the advisory board: Standiford R. 
Gorin, as vice-chairman; Maurice 
E. Miller, as secretary, and George 
Q. Langstaff, as assistant secretary 

Alexander Westreich, as chair- 
man of the board, at Pellon Corpo 
ration, New York manufacturer of 
non-woven chemo-textiles, now un 
dergoing an expansion. Mr. West 
reich, a founder of the company, 
will be succeeded as president by 
Sven Sternberg. Elected vice-chair 
man of the board was Alexis C. 
Coudert. William M. Klothe and 
Werner Jacob continue as vice 
presidents; Rolf A. Merton was re 
elected treasurer, and James FE. 
Hughes has been named secretary 
Mr. Sternberg joins the directors 


Promoted... 


Paul D. Sivia, to superintendent 
of International Shoe 
Jackson, Mo., plant, 
Earl J. Peil, who 


into business for himself. Mr. Sivia 


Company’ 
succeeding 


resigned to go 


had been assistant superintendent 
of the firm’s Seventh Street plant in 
Hannibal, Mo. 


Retiring... 
W. H. (Bill) 


of the animal 


Lanceley, as chief 
products statistics 
section of Canada’s Dominion Bu- 
Statistics, Ottawa, Ont., 


after a public service career of al 


reau. of 


most a half century. Since 1944 he 
had been chief of the section, which 
supplies statistical information fo 
Canadian business and industry 

leather 


including the shoe and 


trades. 


---your profits 


CLIMB with 


GODING 


Take a field man for instance. He 
wants a boot that can take the 
muck and mire, the rocks and rills 
...a boot that feels good on his foot 
and looks fine enough to wear to 
the main office. 

That’s why he likes the Goding 
“Engineer,” and why you'll make 
more money if you stock them. 
Like all Goding Boots, the 
“Engineer” is a high-styled boot 
with Goodyear Welt Construction. 
Made in all sizes for men and boys, 
it delivers more wear for less 
money ..with a full mark-up for you. 


Write today for free 


full-color catalogue of the 


entire Goding line 


* 


GODING 
BOOTS 


INC. 
PARIS, ILLINOIS 





Deseo Marks 20 Years as Women’s Casual Producer 


NEW YORK 
its 


Desco Shoe Corpor- 
Rex Shoe 
marking their 20th 
anniversary. It 


ation and subsidiary, 


Company, are 
decades 
Fred J 
and his 
Herman 
joined 
Max, 
Emil 
Eisenberg to 
make “more com- 
fortable, better 
fitting casuals.” 
They 


was two 
ago that 
Diamant 
father, 
Diamant, 
forces with 


Jacob and 


spent FRED J. DIAMANT 


and money in testing, experi- 
menting and developing the right 
last, foam cushion innersoles and 
arches. It was their aim to insure 
that the finished shoe would be as 
close as possible to the ideal of fit 


time 


and comfort. 
When the 
tions on the 


company put Revela- 
market, a concerted pro- 
motional drive was staged to intro- 
all the nation to 


fit and styling features 


duce over 
the 


of these 


women 
comfort, 
casuals. 

distribution  in- 
and factory facili- 
Mass., and Exeter, 
expanded to meet 
Thrill- 


Production and 
steadily 
Webster, 
Pa., had to be 
Revelations, 
Darlin’s. 


creased 
ties In 
demand for Rex 
Mates 

Three 
offices 
of the 


ing, 209 


and 


years ago, Desco moved its 
and showrooms to three floors 
Bowery Savings Bank Build- 
West 33d St., New York 

This modern setting offers air- 
conditioned offices, simulated day- 
light lighting and adequate space for 
making. 
Diamant 
working 
all 


the country through an instock ser- 


design creation and sample 
As to the Fred 
recently outlined plans for 


future, 


more closely with dealers over 


vice, 
tional 
always 


advertising and other promo- 
activities. Mr. Diamant has 
been a believer in national 
advertising and point-of-sale promo- 
tions. His plans include a compre- 
hensive, stepped-up program. 


Nocona Boot Catalog Cited 

NOCONA, TEX.—The dealer cat- 
alog issued by the Nocona Boot Com- 
pany, Inc., has won a Gold Certificate 
Award at the annual competition of 
Affiliated Advertising Agencies Net- 
work held in Baltimore. The revised, 
loose-leaf catalog published for deal- 
handling Nocona was 
planned and executed by Thomas L. 
Yates Advertising Agency of Fort 
Worth. 

According to Miss Enid Justin, 
president of Nocona Boot Company, 
the boots were featured also on the 

NBC-TV_ daytime 
“The Price Is Right” 


ers boots 


coast - to - coast 
presentation of 
on October 1. 


Hack Licenses Musebeck 
To Make Tribalance Shoe 

DETROIT—A license to manu- 
facture the Tribalance shoe has been 
granted by the Hack Shoe Company 
of Detroit to the Musebeck Shoe 
Company, Oconomowoc, Wis. Morton 
Hack, president of the Hack firm 
and co-inventor of the Tribalance 
construction, made the announce- 
ment. 

This will be the second line of 
fine supportive shoes to be made by 
Musebeck, which also manufactures 
the Foot-So-Port line. George E. 
Musebeck, president of the firm, 
said his company plans to market a 
complete line of men’s and women’s 
shoes with the Tribalance insole and 
trademark. 

The Tribalance Foundation, for- 
merly licensed to the now-defunct 
W. B. Coon Company of Rochester, 
N. Y., is a unique supportive con- 
struction three flanges. 
The usual medial cookie is balanced 
by two lateral ones. 


possessing 





Southeastern Trade Group Names Officers 


Officers of 135-member Southeastern Shoe Trades Association, elected at Nash- 


ville, Tenn., 


to serve until July 30, 1959, are (from left): 


secretary, Merrill Stone, 


president of Merrill Stone Company; vice-president, Robert Turrentine, vice-presi- 
dent of Acme Boot Company; president, Horace Beaven, president of Horace 


Beaven Company; vice-president, Candler W. Butler, Jr., 


assistant vice-president 


of General Shoe Corporation and director of purchasing, Southern Shoe Manufac- 
turing Company; and treasurer, L. D. Scott, vice-president of Sanders Manufactur- 


ing Company. Association, 


with headquarters in Nashville, 


seeks to promote 


friendship among leather and shoe and allied trades of the Southeast. 


OMG LER Oe 


-SOLD BY 
PRE- AD 


LEATHER 
-plus! 


MAGATINE 


“The SOLE 


BEARDMORE & CO., Limited, Acton, Ontario 
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Where 
to Buy 


| 





ORTHOPEDIC FOOTWEAR 








| 
| 
| 
| 


WE 
Cah 
E>” ARCH & HEEL #6 
SURGica, SBS 


FOOTWEAR 
CORRECTIVE 


Recommended by lead 
COpy RIGHT e? ing Doctors for Men, 
Established 1869 Women and Children. 


STOVER & BEAN COQ, 242 Dutton st. 


Lowell, Mass. 











TARSO PRONATOR SHOES* 


for club feet 


prescribed by doctors | 


as a supplement to casts in | 
mild cases of talipes. | 
Made and distributed only by: 
Maurice J. Markell Shoe Co., Inc. | 


332 South Broadway e Yonkers, N. Y. | 


NSMA Warns About ‘Invalid’ 
Comparisons of Price Data 

NEW YORK—The National Shoe 
Manufacturers Association, which 
recently publicized preliminary Cen- 
sus Bureau figures on 1957 produc- 
tion by lines RECORDER, 
September 1] cautioned the 
trade against jumping to “invalid 
conclusions” based on that report. 

In its earlier release, the NSMA 
conceded, it had said the new figures 
indicated that the higher-price mar- 
kets larger than had been 
believed. But the group pointed out, 
“We did not suggest that the higher- 
price lines had grown in importance 
1956 or any previous year. 
Rather we pointed out that caution 
should be exercised in drawing any 


price 
has 


were 


since 


” 


conclusions about trends. 

Because of revised Census Bureau 
sampling methods, including a larger 
number of smaller firms than pre- 
viously, conclusions about price 
trends based on comparisons of ’57 
with previous years, are not sound, 
the NSMA stated. 

The association said it has asked 
the Census Bureau to estimate the 
cost of a new tabulation placing 1957 
figures Of a comparable basis with 
data of earlier years. 


If the cost is satisfactory, the new 
figures would be available shortly. 


October 15, 1958 


International to Push 

Easter Sales on TV 
ST. LOUIS 

television will 


tional Shoe 
for the Easter selling season ahead. 


Advertising via 
highlight Interna- 
Company’s promotion 
A “spotacular,” designed to reach 
million 
each week, will begin the first week 
in March in some 130 
markets. It will feature a weekly 
ninimum of 1700 one-minute TV 
commercials for International’s gen 
branch. 


an estimated 60 viewers 


television 


eral line 
Additional 
local 


International’s 


announcements, spon 


sored by dealers in conjunc 


tion with coopera 


tive advertising program, will in 


crease this total by a substantial 
amount. 
Each TV 
during the eight week 
will promote a 
will display the name of the selling 
division and International 
Company. Each commercial 
will indicate where the 
be purchased in the local area. 


commercial featured 
“spotacular” 
specific brand and 
Shoe 
also 
shoes) can 

Special animated commercials 
featuring the company’s 
brands as central characters will be 
used in promoting Red Goose, Poll 
Parrot and Weather-Bird children’s 


shoes. 


juvenile 


Weather-Bird will again sponsoi 
a portion of the ‘Mickey Mous 
Club” on TV next spring. Marion 
Marlowe will sing the praises of 
City Club men’s shoes, while Tom 
Poston of network TV 
featured in a commercial on 
John C. Roberts men’s shoes. 

Trim Treds for 
featured on ‘The 
emceed by Bill Cullen. 
women’s shoes will be seen on 
Leyden’s “It Could Be You.” 
Bailey’s popular daytime 
“Queen For A _ Day,” will 
serve as a showcase for Grace Walk 


fame will be 
new 


women will be 
Price Is Right,” 
Velvet Step 
Bill 
Jack 
feature, 


again 
er women’s footwear. 


Irving’s N. Y. Agent Relocates 

BOSTON The Irving Tanning 
Company Hunt - Rankin 
pany, both of Boston, announced the 
relocation of their New York 
agent, Joseph S. Salomon and Com- 
pany. The firm now makes its head- 
quarters at 200 West 34th St., New 
York City. 


and Com- 


sales 


Where 
to Buy 





BOX HANDLERS 





REACH 
high shelves 


EASILY 


and you get the shoe 

and easier 

by any other 

—that, | guar 

Long Arms with 

, 36'', 48° and 60 

handles $3.50: with 

ta handles, $4.50 
Postpaid in USA. To save salesmen's time always 
have one convenient. Specify handle jength and 
if for men's or women's boxes. Your jobber o 


CARL BEEMAN 
Cedar Heights Road 


LONG ARM* 
The efficient box handler 
QUICKER, EASIER, SAFER 


Stamford Ce 





JOBS 





Everyone Who Knows Comes to BARIS 
SURPLUS SHOE STOCKS 
from best sources always on hand 
at action prices 


9 A R ! S THE NATION'S FINEST 


CANCELLATION SHOES 
79-81 READE ST., N. Y.7 + WO 2-5180 





For Over 43 Years 


Headquarters For 


CANCELLATION 
STORES 


Quality Brands 


Lowest Prices 


Largest Stocks All Price Ranges 


a iff CT 
Hin e Sootwea r 


MOSINGER -COHN 


1235 Washington, St. Louis 3, Mo 








MERCHANTS’ NEEDS 


FOOTSAVING 
EDUCATION 


BQAds of 


Proven 








nterest 
ationally 


compelling 
effective 


Write for sample 


McKEE ADVERTISING 
2701 Broadway, Lorain, Ohio 











22 








FURST ine the MATION with 
PARAKEET......., 


We are proud to be first with Para- 
keet genuine sheepskin moccasins. 
Backs of skins dyed in attractive 
pastel shades. 

26 sheepskin moccasins included in 
over 150 Moe styles available for 
same-day delivery. 


WRITE TODAY FOR ILLUSTRATED CATALOG 


s 
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— 


Men's sizes 6 to 13. Sugg. retail— 59¢ pr. 


UODDY 
|p." Moccasins 


“Ny \« 


® 
S.4 SPIEGEL-STANLEY CO. 


BAYSIDE PARK—PORTLAND, MAINE 


ustomers come 
ack for “E-Z Walk” 
ponge Work-Shu 


? Dy 
1-tTested 


special orthopedic sponge 


keer 


Heavy duty constructed + 


Packed individually YOUR COST 


in cellophane wrap. doz. prs 


only $3.60 
Order this 


Attractive counter year ‘round seller NOW 
display available. from 


E-Z WALK CORP. 


104 West 17 St New York Ii, N. Y 


WORK SHOE) 


iene @ SSB SB SBS SSS SB SB SEBS OSS SSS SC SSS SE SC SC SB OB Be eB ee ee eee ee 


H. O. Toor Production Tops 
1957; President Optimistic 

READING, PA.—Executives of 
the H. O. Toor Shoe Corporation 
heard their president, H. O. Toor, of 
New York City, give an optimistic 
view on the for the 
remainder of the year and during 
1959, during a meeting here recently. 

Mr. Toor told the gathering that 
his corporation is considerably ahead 
of last year in annual shoe produc- 
tion and is currently the 15th largest 
shoe producer in the United States. 
He said that if production continues 
at its present pace, the firm might 
end up in 12th place. 


shoe business 


The corporation president is also 
vice-president of the National Shoe 
Manufacturers Association. 

The firm operates Fein & Glass 
Shoe Company with plants in Read- 
ing and Bernville, Pa.; H. O. Toor 
Footwear, Inc., in Annville, Pa.; and 
H. O. Toor Shoe Corporation in Han- 
over, Pa., and Emmitsburg, Md. 


Tanning Materials on Display 
For U. S. Officials, Visitors 

WASHINGTON, D. C.- 
ment officials and their visitors are 
getting better acquainted with the 
materials used in the U. S. tanning 
industry. 

Thanks to the Eberle Tanning 
Company, of Westfield, Pa., a hand- 
some display case containing samples 
of all important tanning materials 
available to the staff and 
at the Leather, Shoes and 
Allied Products Division, 
and Defense Services Administra- 
tion, U. S. Department of Commerce. 

The display includes samples of 
leathers used in soles and heels, as 
well as the vegetable tanning ma- 
terials to 


~ Govern- 


is now 
visitors 


Business 


commonly used process 


footwear leathers. 


Miller Shoe Company Makes 
Grants to Chiropody Colleges 

CINCINNATI, O. 
to the company’s founder and former 
president, the Millet 
Shoe Company, Inc., Cincinnati man- 
ordered grants to 
the department of shoe therapy in 
each accredited U. S. chiropody col- 
lege. 


As a memorial 
directors of 
have 


ufacturer, 


The company said the grants are 
Albert. E. 


being made “because of 


Klinkicht’s close cooperation with 
chiropody and his sincere and ear- 
nest desire to cooperate to lend the 
profession support at all times.” A 
spokesman added, “Throughout his 
life and particularly since he founded 
the Miller Shoe Company, Ince., in 
1922, our late president was dedi- 
cated to a program of service, fit and 
comfort as an adjunct to chiropody.”’ 
Receiving grants the Cali- 
fornia College of Chiropody, Chicago 
College of Chiropody, Illinois College 
cf Chiropody and Foot Surgery, M. 
J. Lewi College of Podiatry, Ohio 
of Chiropody and Temple 
University School of Chiropody. 


are 


College 


Military Contract Awards 

PHILADELPHIA — The Military 
Clothing and Textile Supply Agency 
has announced awarding of the fol- 
lowing contracts: 


QM 36-243-59-129, men’s leather ox- 
ford shoes with black upper, 
plain toe, leather sole and rubber heel 
—Doyle Shoe Company, Inc., Brockton, 
Mass., 1000 pr. @ $5.41, $5,410; Endi- 
cott Johnson Corporation, Endicott, 
N. Y., 139,802 pr. @ $5.18-5.22, $726,- 
132.44; Sportwelt Shoe Company, Inc., 
Nashua, N. H., 90,048 pr. @ $5.305- 
5.42, $486,329.64. Bids opened Septem- 
ber 12. First award made to Small 
Business. 

QM 36-243-59-162, 
combat boot and 
Woodright, Inc., 
Mass., 9016 pr. @ 
Woodard & Wright Last Company, 
East Bridgewater, Mass., 2000 pr. @ 
$5.49, $10,980. Bids opened September 
15. Awards made to Small Business. 

QM 36-243-59-128, men’s dark brown 
dress shoes with black rubber heels 
(kip leather)—General!l Shoe Corpora- 
tion, Nashville, Tenn., 96,060 pr. @ 
$4.82, $463,009.20. Bids opened Sep- 
tember 15. 

QM 36-243-59-103, men’s black high 
service shoes—Adams Brothers, Ince.. 
Pittsfield, N. H., 13,292 pr. @ $5.26, 
$69,915.92. Bids opened September 12. 
Award made to Small Business. 

QM 36-243-59-140, men’s dark brown 
service shoes—Sportwelt Shoe Com- 
pany, Inc., Nashua, N. H., 72,198 pr. 
@ $4.96-5.14, $364,547.52. Bids opened 
September 17. 

QM 36-243-59-143, service shoes 
(N-1)—International Shoe Company, 
St. Louis, 50,724 pr. @ $4.91-4.97, 
$250,527.24. Bids opened September 18. 

QM 36-243-59-NEG-119, Set-Aside 
portion of IFB 59-129—men’s leather 
oxford shoes with black upper, 
plain toe, leather sole and rubber heel 

Doyle Shoe Company, Brockton, 
Mass., 14,000 pr. @ $5.42, $75,880. 
Proposals received until September 26. 


dress 


Marine Corps 
lasts—Arnold- 

Weymouth, 
$47,243.84; 


shoe 
East 
$5.24, 


dress 
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Classified and Want Ads 


SALESMEN WANTED SALESMEN WANTED SALESMEN WANTED 


SALESMEN WANTED OPPORTUNITY! 


To carry popular Priced Loafers, Flats & Hand Laced Moccasins in We have several openings for side 
line representatives for our wonder- 











following states: 
ful line of open-stock, in-stock, low- 


Maryland Kansas priced Juvenile Footwear. All open 
Delaware Missouri territories are well established. 6% 
Virginia Nebraska commission, plus bonus. Write: 
West Virginia Washington NEIL CARLSON, SALESMANAGER 
Washington, D. C. Oregon SEABOARD NATIONAL SHOE COMPANY 
Pennsylvania 22 S. Hanover St., Baltimore 1, Md. 








6%, commissions paid weekly. Non-conflicting sidelines permitted. 


SALESMEN 


Reply to: Seymour J. Goldman, Sales Mgr. Outstanding line of ladies’ and children's shoes 


(dress, sports, casuals, flats, arches, etc.) has 


BOOT-STER MFG Co INC opening in following territories 

is . 1. Western Pennsylvania; 2. Ohio, Indiana, Illinois 
(exc. Chicano); 3. North and South Carolina 
P.O. BOX 789, CLARKSVILLE, TENN. 4. Florida, Georgia and Alabama; 5. Wisconsin, 
Drawing account for men with established follow 
ing or you may carry all or part of our line in 
conjunction with non-conflicting line on straight 
commission Please give full details in reply 
Confidential 


SALESMAN WANTED N16.N. Bed Street Phila. 6, Po. 


Excellent Opportunity for Experienced Salesman to represent Established Manufacturer 
> epee “ nosccigig Girls’ Popular Priced Shoes. Territory consists of States of 

ahoma an ansas ese are complete in-stock Lines. Submit full information as to ° ’ H 
previous sales background. Replies kept confidential. Write: Experienced salesman full a oe 
side line, for national distributor of 


Dale M. Lawrence, Sales Manager men's popular price footwear. Enclose 


THE H. C. GODMAN CO. 46 E. Fulton St., Columbus 16, Ohio references, resume, and_ photograph. 


Several territories available. 


BRILLIANT BROTHERS CO. 


190 Lincoln Street Boston 11, Massachusetts 





























WANTED — AGGRESSIVE SALESMEN 


POSITION WITH A FUTURE EXPANDING OUR 
One of America's Finest Manufacturers of Popular Priced Women's, Growing Girls’ and SALES ORGANIZATION 


Casual Footwear offers Excellent Opportunity for Aggressive Salesmen. Entire Line packed by 
prompt in-stock service. Write today giving complete outline of your background. All replies 
strictly confidential. Following territories available 

Reply to Box 298, BOOT & SHOE RECORDER, Chestnut & 56th Streets, Philadelphia 39, Pa. Western Pennsylvania, Western New 
York, Ohio, Maryland, North Carolina, 
South Carolina, Virginia, West Vir 
ginia, Indiana, Georgia, Alabama, 


OPPORTUNITY FOR EXPERIENCED SALESMEN | | Michigan and Minois 


Reputable Manufacturer of Women's Shoes will introduce Line of Staple and Fashion Shoes America’s leading » 
Incorporating an unusual feature enhancing the beauty and contributing to the comfort of pay liberal drawing account to men 
each style. Will Retail Profitably in $10.95 to $12.95 field. Entire Line backed by in-stock é 
service in complete range of sizes and widths. Unusual opportunity for promotion minded with established following, or you 
salesmen. Write giving experience and qualifications. All correspondence will be regarded may carry part of our line on straight 
as confidential. 

commission basis 


Reply to Box 300, BOOT & SHOE RECORDER, Chestnut & 56th Streets, Philadelphia 39, Penna 














vholesaler will 


In stock nationally known line of 

Men's, Women's and Boys’ Welt-o 

Pedic—Tred on Air Shoes—Park Ave 
Loafers, Flats & Casuals. 








Sal a Wanted f Branded L 
SALESMEN WANTED POLLY PRESTON, SHOES, Territory: 
Several territories open for Popular ae oer Wee ce en. ga uaa 08 A. MELTZER 


Priced Line of Juvenile Footwear, also Ra 
. nieces experienced and have a following. oc ¢ . 
Girls’ Cements and Welts. Complete No side line. Good drawing account. 26-38 N. 4th St., Phila., Penna 


in-stock service. Non-conflicting Side- POLLY PRESTON SHOES. INC. 











line permitted. All replies confidential 


Reply to Box 302, BOOT & SHOE RECORDER 
Chestnut & 56th Streets, Philadelphia 39, Pa 


139 Duane Street, New York 13, N. Y Help Fight TB 




















EXPERIENCED SALESMAN WANTED 
EXPERIENCED CHILDREN’S) SHOt lerritories available -Entire Eastern Seaboar 
SALESMAN, Pennsylvania Mant rer. 01 West Coast ar u ! 
High Grade Children’s Goodyear l meni ind Girls’ Importe« s0es made over Americar 
Juvenile Shoes wants salesman with establishes [ast Only ilesme resent ; . 
n-competitive Lines b epre ! ve wits Se } rie ! nie } ) 
West Coast. Reply to x 2 ‘ ND rye llowing need apy t f i ; , 
Recoorper, Chestnut & 56th reets ») } r ND CORDE estnut it a 
cate. 38. ees esis’ Seeds Go ce Buy Christmas Seals 


Penna 
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BUSINESS OPPORTUNITY 





BUSINESS OPPORTUNITY 


WANTED TO PURCHASE 








Recently awarded United States and British 
Patents, together with Canadian Patent Pend 
ing, are offered for sale or licensing. Results 
of 23 years research and development on 
Cushioned and Insulated Shoe Construction 
Provides remarkable protection against heat 
old and fatigue on Dress and Casual types 
n flexible 


omfort on all 


f footwear lightweight, luxurious 


conventional shoemaking 
methods 
Styling is not limited to specific design and 


no outward change in appearance is discern 


P.O. Box 528 





CUSHIONED AND INSULATED SHOE CONSTRUCTION PATENT RIGHTS 


J. ARNOLD CLARK, OUTDOORSMEN SHOEMAKERS, INC. 


refined construction 
to Men's, 
and Children's Dress 


ible. This is a proven 
which lends itself equally well 
Women's, Boys’, Girls 


and Casual styles 


Customer reaction for INCREASED SALES and 
REPEAT BUSINESS is limited only to FAC- 
TUAL, AGGRESSIVE PROMOTION! 
Interested parties can explore possibilities 
with Shoemaker-Inventor during National Shoe 
Chicago, October 27 
and 28, or by contacting 


Fair at Hotel Sherman 


WORCESTER 1, MASS 











SALESMEN WANTED 








EXPERIENCED SALESMEN 


Territorie 
f Medium 
Pater 


pen for Compact Line 
Pric ea 


ted Fe 


Men's Shoe: 
by Estab 

Also Popular 
1 Boy >». All Style 


, ay 
1 consider non- 


with yture : 


car 


ntlicting Please give 
fi 
f 


details in rey y Confidential. 


Reply to Box 364, BOOT & SHOE RECORDER 
Chestnut & 56th Streets, Philadelphia 39, Pa. 











UNUSUAIT OPPORTUNITY ro 
MEN’S CUSTOM SHOE business 
manufacturer agrees to making shoes 
ronew owner! In heart of Newark business 
listrict HALSEY PLUMMER, 41 Com 

x mm. J 


Street, Newark 


BUY 
remost 
continue 





TOP DOLLAR! 


FOR YOUR ODDS AND ENDS, CLOSEOUTS 
OR COMPLETE STOCKS 


EDDY SHOE COMPANY 
ALWAYS RELIABLE 
132 No. 4th St. Phila. 6 Pa 
Phone: WA 5-9533—WA 5-9927 








M. STOFF and CO. 
CASH FOR SHOES 


Closeouts—Complete Stores 
Short Leases Assumed 


158 Duane St. New York City 
Tel. Beekman 3-0141-2 








CASH PAID FOR 
SHOE STORES 


CLOSE OUTS, JOB LOTS 
SHORT LEASES ASSUMED 


B. SABIN 


68 READE ST. NEW YORK 7, N. Y. 
Telephone WOrth 2-2515 








SIDELINE SALESMEN WTD. 





SIDELINE SALESMEN WANTED, Popu 
Priced Men's Scuff Slippers and Travel 
ners Ver short line; terrific outstanding 

good territories still available in 


South KENNEDY GLOVE 
York 


SMART LEATHER BOWS, SHOE ORNA 
MENTS and FOOT SOX. Pocket size 
Manufacturer offers highest commission 
t Box 55 Boor AND SHOF 


nut & 


samples 

Reply 
ReEcoRDER, Chest 
Philadelphia 39, 


Penna 





REPRESENTATIVES WTD. 





REPRESENTATIVES WTD. 











IMPORTANT LEATHER TRADE IN HOLLAND 


Representing Austrian and French Boxcalf and Side Factories in Superior Qualities for 
Home Trade and Export, wants First Class Representatives in the States, and eventu- 
ally Canada for the sale to Shoe Factories and Leather Trade, on commission basis. 
Letters with full details about references and commission asked. 


Reply to Box 315, BOOT & SHOE RECORDER, Chestnut & Séth Streets, Philadelphia 39, Penna. 











FOR SALE 





LINE WANTED 





FAMILY SHOk STORE 
Brands; One of Cal 
Cities of 0,000 


FOR SALI 
I Nationally 
fornia Finest) University 
store Established ¢ years; Alway i Consis 
nt Money Maker Will stand the strictest 
vestigation and those looking for a cut rate 
Don't) Answer For full 
t Box 10, Boor ano 
& 6th Streets 


Know! 


ingau particulars 
RECORDER 


Philadelphia 


SHOF 


COMPLETE NEW SHOF 
PURES Nothing else nece 
( ost 
Reply to Box 
Chestnut & oth cet 
Penna 


STORE FIN 
ssary to open store 
Will sacrifice and ship prepaid 
AND SHoe RECORDER 
Philadelphia 


S1)To0o0 
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EXPERIENCED SALESMAN 
FOLLOWING IN New York and Connecticut 
lesires Branded Line; full time; salary and 
Reply to Box 312, Boor anp SHor 
RercorperR, Chestnut & 56th Streets, Philadelphia 
99, Penna. 


WITH 


commission 





IMPORTANT 
DATES 
PAGE 89 











cated on the 


1 


We are not undertakers—but we can 
layout your shoe windows—to SELL 


SEE WHAT'S NEW 
Cameron Company Original Displays 
ROOM 855A 
CONRAD HILTON HOTEL 
CHICAGO SHOE SHOW 
DALLAS SHOW, ADOLPHUS 836 








XMAS & SALE SIGNS 


(''DAYGLO") 
PRICE TAGS 


Unit Controls, 
Special Orders’ Book 


MERCHANTS SERVICE 


209 S. State St., Chicago 4 


Samples 

















FOR SALE 


LADIES’ SHOE STORE, Vol 
Annually; Price range $6.99 to 
idvertised brands; Suburbat 

New Jersey Inventory 

’ New. business Must 

for lack of capital Reply to Box 31 Bo 

wwp Snore Recorper, Chestnut & 56th Streets 
Philadelphia 39, Penna 





FOR SALE 
ume $30,000 
11.99. Well 
in EF 


proximately $11,000 


ssex County, 


FOR SALI 


Downtown St 


LADIES’ SHOE STORE 
Petersburg, Florida We 
equipped; conditioned Retail prices nev 
S8.00 te Reply to Box 316, Boot ANb 
SHor RecoRDER, Chestnut & 56th 
Philadelphia 39, Penna 


$16.00 
Streets 


rIMER 
SHOT 


X-RAY MACHINE, AUTOMATI( 
ike new, $75.00. F. O. B. PADEN 
COMPANY, Colby 


Kansas 


FOR SALE: FAMILY SHOE STOR! 
Gold Coast of Florida, in P 
Established 1) years Vol 
Top Brands. Rey 
} SHoeE REcoRDER, ¢ 
ut & 56th Streets, Philadelphia 39, Penna 


Beach area 
wer $100,000 Good lease; 


t Box 14, Boor aANnpb 
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Wanted to Purchase 








FAIR WARNING 


After transacting your business with 
UNCLE LOUIS you will be so PLEASED AND - SURPLUS SHOES 
OVERJOYED you surely will feel like kiss- | | CANCELLATIONS 
ing him. COMPLETE STORES 
tion lity men’s, 


PLEASE DON'T ames maa Se. shoes. 
CAUSE AUNT JENNIE IS JEALOUS Fine Footwear FOR OVER 43 YEARS 


UNCLE Louis Camitta & Son| | MOSINGER-COHN 


91 Reade St., N.Y. C. WOrth 2-5063 | 1235 Washington, St. Louis 3, Mo. 











CANCELLATIONS 
Nationally Known Brands for Men, 
Women and Children. Low Prices! 

Quality Shoes Since ‘32. 
While in Town See Weil. 


M. K. WEIL SHOE CO. 


1136 Washington Saint Louis 











WE PAY MORE /.,, WE ARE RETAILERS 


WE BUY MEN'S, WOMEN'S AND CHILDREN'S BRANDED SHOES 
FOR QUICK ACTION WRITE, PHONE OR WIRE COLLECT 


HEMPSTEAD SHOE CO., INC., 269 FULTON AVE., HEMPSTEAD, L. I., N. Y. 
Max L. Meltzer, Pres ' Ivanhoe 1|-9830 














B. & R. PAYS THE LIMIT 


WE BUY CLOSE OUTS Cc 
COMPLETE SHOE STOCKS A 

rhone or wie LEASES ASSUMED S 
YOUR NAME PROTECTED 





B. & R. SHOE CORP. 74 Reade Street, New York 7, N.Y. WOrth 2-6358 








Wd BARIS BUYS for CASH ZZZZZZ 
Quick decision on your offers of discontinued and 
ist A ue § surplus men's, women's and children's shoes. 
THE NATION'S FINEST Also complete stores considered 
CANCELLATION SHOES Jobs in Fine Shoes From Fine Sources Since 1931 


79-81 Reade St. © New York 7,N. Y. © Tel: WOrth 2-5180 


for 

¢ closeouts 

e surplus 

e discontinued 
lines 

¢ complete stores 


BROITMAN- 
GAFFIN SHOES 


inc. ¢ BE 3-7290 
146 DUANE $T., N. ¥.C. 


" COMPLETE STORES 
WANTED: 


Confidential negotiations by 


4 rated . . . experienced retailers $ 


. ARRONSON BROS. & BAYROFF : 


100 Chambers St., N.¥.C. RE 2-4170-4171 $ 
BHmHHeHe ee & & 














TOPPS PAYS THE TOPS 


WE ARE RETAILERS 


We buy Men's, Women's, Children's Shoes 
Complete Stores FOR OPERATION 


TOPPS SHOE STORE 


4116 Bergenline Avenue 
Union City, N. J. UNion 3-6413 
Phone or Wire Collect 








WE BUY 


Your BRANDED 
and DISCONTINUED 


SURPLUS STOCK 


Write or Phone 
WaAlnut 5-2062 


CAMITTA SHOE CO. 


120 No. 4th St. Phila. 6. Pa. 











October 15, 1958 


229 











‘ 


STATEMENT 


SHOWING 
AGEMENT AND 


Bove 
en 


het 


I 
lit 
Tel 
eri 
0 


Mii 


'T anc 


ber 1] 


Whe 
er, edi 


hune, Jt Lb 


Fe. 
brow! 
edit 


ted and 


pia dane 


ne ol 


tal ame 


orporationr 
individua 


it 
ron 
at 
“al 
dely 
nut 
A 


vorated firm, it 


a tl 


«& Hth st 


1 
othy 


Hiey 
mis In 
yhia, T% 


Street 


! ane 


WW ol 


Pa 
Phi 
ter 
erik 
rue 


ed. 1608 


bene 


id Actor J 


Street 
160 
Mary 
ladelpt 
h Ave 
ta q* 
k S 


lu 


through 


Sly Eexecutrix U/W of 


REQUIRED BY THE ACT 
"24, 1912, AS AMENDED BY 
(ol MARCH ° 1933, AND 

1946 (Title 39, United States 


Code, Section 233) 


OWNERSHIP, MAN 
CIRCULATION OF 
i SHOK RMCORDER, published 
at Vhiladelphia, Va for 


THE 


addresses of the pub- 
uging editor, and busi- 
Publisher, E., 3 

t Roud, Sugartown, Mal 

’ 1’; Ieditor, John J Reilly 
iing I. Rosemont, Pa Mati- 
on Mdmonds, 239 Pine 
lelp a Lusine manager, 


apel “are 


owned by a corpo 
must be 
thereunder 


(it 
and addres: 
liinediately 
and addresse ot tockholders 
holding 1 per cent or more of 
int of stock If not owned by a 
and addresses of 
must be given If 
hip oor other unin 
name and address, as 
ich individual member 
CHILTON COMPANY, 
Vhiladelphia 39, Pa 


thre hiatite 
vners 
“a purthelr 
it “” ‘ 
given.) 


1 


more that 1 per cent of the 

. outstanding of Chilton Com 
M. Acton, 260 Sycamore Ave 
Station I’ ; 

t Sunset A 
geulah Fahrendort 
Scarsdale, New 

Route & 
ri Kimberton 

‘ 1608S Walnut Street, Phila 
i Mabel P. Myrin, 1608 Wal 
Vhiladelphia, Pa.; Mary M 

i John Blair Moffett, Trustees 
Clarence \ Musselman, De 
Walnut Street, Philadelphia 
ficiaric Mary M. Acton and 
Howard Pew, 1608 Wal 
Philadelphia, Va J. N. Pew, 
Walnut Street Philadelphia 
Ethel Pew, 1608 Walnut Street, 
iia, I’ Alberta (. Sl 149-50 
nue Flushing, New York Al 
l Fred 
149-40 SSth Ave 
fjeneficiaries Al 
and John E 
1608S Walnut 
Charlotte M 
New York 


“a (;eorEee ( 
\ Chestnut 
Cha 
York 
Putnam 


Hill 


enue, 


Vv, Deceased 

ing N \ 

‘ C. Sly 
mis Ti 

elphia Pa 


iSth Street 


bondholder mortgagee 
holders owning or 
of total amount 
or other securitie 
sO State.) NONE 


more 


include, in case 
security holder 

‘ of the company 
tiny other fiduciary rela 
of the person or corpora- 
ich trustee is acting 
in the two paragraphs 
s full knowledge and be 
and condition 
and security 
upon the book 
hold toch 
other than 


lmistaneces 
eckholders 
ippear 
trustec 
pacity 


wher 


number of 
publication sold or 
the mails or otherwise 
during the 12 month 
hown above was 
required from daily 
ind triweekly news 


cople of 
of thi dis 
ubseriber 
the date 
ttion 4 
niweekly 


JOHN J. REILLY 


Editor 


‘ eribed before me thi 
september 


1Q5S8 
PHILIP J. SHIRE, JR 
moexpires January 7, 1959 


[SEAL] 


also 


INDEX TO 


A 


139 
185 


Accent Shoe Co. 

Alden, C. H., Shoe Co. 
Altschul, Julius 
Amalgamated Leather Cos... 
Amer, Wm., Co. 

Biltrite Rubber Co. 


38-39 
American 


American Girl Shoe Co. ...... 

American Juniors Shoe Co. 

American Stay Co. 

Andrews-Alderfer, Div. 
Kendal Co. 

Arronson Bros. & Bayroff 


Avon Sole Co. 


,& R Shoe Co. 
Bally, Inc. 

Banister Shoe Co. 
Barbour Welting Co. 
Baris Shoe Co., Ine. ..189, 2 
Bass, G. H., Co. 
Bata Shoe Co., 

Bates Shoe Co. 
Seckwith-Arden, Inc. 
Rubber Co. 
Berned Shoe Co. 


Beebe 


Borg, George W., Corp. 
srezner Div., Allied Kid Co. 
British 
3roitman Gaffin Shoes, 


158 
Classics 
Inc. 

209, 229 


Brown Co. 


Cambridge Rubber Co. 
Tred-Lite 
Vul 
Camitta, Louis, 
Camitta Shoe 
Carter, J. W. 


Cork 


Co. 


Chairmasters, Inc. 

Chambord Shoe Co. 

.2nd Cover 
88 
213 


99 


Colonial Tanning Co... 
Compo Shoe Machinery 
Coon, W. B., Shoes 

Cushionized Bellaire Shoe Co.. 


Danskin, Ine. 
Danvers Shoe Co. 
Deevers Shoe Co. 


Desco Shoe Corp. 

Dow Corning Corp. 

Dunn & McCarthy, Inc. 

du Pont, E. I. de Nemours & Co. 
Nylon Thread 


E-Z Walk Corp. 

Eby Shoe Corp. 

Eddy Shoe Co. 

Edwards Shoes, Inc. 

Edwards, Vincent, & Co. 

Ed. White Junior Shoe Co. 144, 149 
Enna Jetticks 3 
Ephrata Shoe Co. 

Evans, John R., & Son Front Cover 


Farber, L., 

Florsheim Shoe Co. 

Foote, John, Shoe Co., 
Albert Shoe Co. 

Fratelli Martini-Rossi, 
(Fuchs Sales Co.) 


Ine. 


G 


Gallun, A. F., & Sons 
Gardiner Shoe Co. 
Gerberich-Payne Shoe Co. 
Gilbert Shoe Co. 

Goding Boots, Inc. 

Godman, H. C., Co. 

Golo Footwear Co. 

Goodyear Tire & Rubber Co. 
Green Shoe Mfg. Co. .. Back 
Gro-Cord 


Cover 


Rubber Co. ... ‘aD 


H 


Hempstead Shoe Co. 
Herbst Shoe Co. 
Heydays Shoes, Inc. 
Hoffman, Harri 
Holmes Stickney, Inc. 
Horween Leather Co. 
Howard & Foster Co. 
Hubschman, E., & Sons, 
Hyer, C. H., & Sons, Inc. 
151, 163, 214, 


Inc.. 


International Shoe Co. ...140-141 
Irving Tanning Corp. 


Iselin, Wm., & Co. 





Boot and Shoe Recorder 








ADVERTISERS 


This Advertisers’ Index 
contract. Every care will be taken to index correctly 


Juvenile Shoe Co. 145-146-147-148 


K 


Kreider, A. S., & Son Co. 


L 


Laconian Shoe Co. 

Lafayette Correct Fitter Co. 
Lassie Slipper Co. 

Lawrence, A. C., Leather Co.. 
Leverenz Shoe Co. 

Levor, G., & Co., Inc. 

Lion Sandals, Inc. 

Long Arm 

Lucey, John FE., 


Marbon Chemicals, Div. Borg- 
Warner 

Markell, M. J., Shoe Co. 

McCalls Magazine 

McKee Advertising 

Merchant Service Co. 

Meyer Label Co. 

Midwest Footwear Co. 

Miller, O. A. 

Minor, P. W., & Son, Inc. .... 

Modern Orthopedic Appliance 


Monarch Marking System Co. 

Mondl Mfg. Co., Inc. 

Mosinger Cohn Shoe Co. . .22! 

Musebeck Shoe Co. (Foot-S 
Port) 

Mutual Shoe Co. 


N 


Nashua Footwear Corp. te 


Nunn Bush Shoe Co. ...3rd Cover 


O 


Ohio Leather Co. 
O’Sullivan Rubber Co. ....... 


is published as a convenience and not as part of the udvertising 


errors or failure to insert 


P 


Pacific Mills Domestic Corp... 

Pacific Shoe Co. 

Parents Magazine 

Peek-A-Boot, Inc. 

Pellon, Inc. 

Pennant Shoe Co. 

Pierce, C. S., 

Pittsburgh Plate Glass Co. ... 

Plasti Products Corp. 

Potvin, R. J., Shoe Co. 

Presto Co. 

Principle Plastics, Inc. 
(Coffey-Hoyt) 


Q 


Queen Quality Shoe Co. .... 
Quinn & Delbert Boot & Shoe 
Mfg. Co. 


Ripple Sole Co. ai 
Rochester Shoe Tree Co. 
Rockingham Shoe Co. 
Romito-Donnelly Corp. 
Ross, A. H., & Sons Corp. 
Rueping, Fred, Leather Co. 


Sabin, B. : 

Sandler, Ine. 

Saxone Shoe Co. 

Sebago Moc Co. 

Semco Co., Ine. 

Servus Rubber Co. 

Shoe Form Co., Ine. 

Snow Proof Co. 

So-Lo Marx Rubber Co. ..210 


Southwestern Shoe Traveler 


Spiegel-Stanley Co. .. 226 
Stacy-Adams Co. ...... .ad0-31 
Step Master Shoes, * ..150, 151 
Stetson Shoe Co. 65 
Stoff, M., & Co. Z 
Stover & Bean Co. paliers 2% 


be 


” 


) 
) 


No allowance will be made for 


Tan-Art Co. wre 
Taylor, Thomas, & Sons 
Textile Banking Co. 

Thiele Tanning Co. .. 
Thonet Industries, Inc. 
Tingley Rubber Co. 
Tober-Saifer Shoe Co. 


Topps Shoe Store 
Totes, Inc. 

Trimfit Hosiery 
Tweedie Footwear Corp. 
Tyer Rubber Co. 


United Shoe Machinery Corp 
Duralene 
Supergrip i a 
United States Rubber Co 
Kemblo 
Lastex 
Naugatuck Div. 
United States Shoe Corp. 


Utrilon Corp 


Vai ey Bristol Shoe Co 

Viner Bros., Inc 

Virginia Oak Tannery Sale 
Co 

Vitality Shoe Co 


Warne) Import 
Weber Shoe Co. 
Weil, M. K., 
Willits Shoe Co 

Winchell Shoe Mfg. Co 
Winthrop Shoe Co 

Wohl Shoe Co. 

Wolff Carmo-Deb 
Wolverine Shoe & Tanning 


Shoe Co. 


Corp 





October 15, 1958 











( oi 


From deep, midnight blacks . . . to soft, twilight 
sheens . .. DURALENE Black Finishes look right, 
feel right, and flex right. They add to leather that 
DURALENE LOOK — a rich character-building 
lustre that “‘stays up,” lasts longer. 

With the continuing trend in black, the trend is to 
DURALENE. 


If you’re making men’s dress or casual blacks — set up 
a trial date with DURALENE Finishes. . . the 

eye appeal, buy appeal finish that builds “‘sell’”’ 

into every pair of shoes. 


DURALENE® 


A product and registered trademark 
of the B B Chemical Co. 


m —_ ¢ 
Distributed by BHOE Aart CORPORATION 
BOSTON, MASSACHUSETTS 


Boot and Shoe Recorder 





First in Quality? 


VILLA Last 
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A big NEW and BROADER assortment of Nunn-Bush 
Shoes, to retail at $19.95, now brings you the opportunity 
to take firmer hold of the QUALITY shoe market! Re- 
member, a Nunn-Bush customer is a permanent customer. 
Illustrated are four of seven new basic patterns, available 


in seventeen varieties of leathers and colors. 
IN STOCK FOR IMMEDIATE DELIVERY! 


Buy Confidently from the LUCKY SEVENTEEN. 


They are Styled Solidly to Current Customer Acceptance! 


Nunn-Bush Shoe Company 


MILWAUKEE 1, WIS. 














